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Rough Proofs 


Now that we have mussed Musso- 
jini and are hitting Hitler harder, 
you can count on MacArthur and 
his boys to keep right on harrying 
Hirohito. 

—. 


Walter Kidde & Co., who make 
fre extinguishers, are running an 
advertising campaign on the theme, 
“4 things to look for when you buy 
your post-war plane,” and it will be 
a big surprise if one of them isn’t 
fre extinguishers. 
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“No Shortage of Anti-Freeze to 
Harass Motorists,” headlines AA. 
This is probably good stuff for the 
nerchandising boys, but it’s kinda 
hard to take with the mercury in 
the 90’s. 
vvwey 


Pittsburgh newspapers are asking 
advertisers for optional dates, which 
ought to suggest something to the 
hopeful lad who is having trouble 


Mmpinning down his favorite feminine 


menace. 
7  ¢ 


The Long Island Railroad is 
spending some heavy dough to ex- 
plain all about its $30,000,000 post- 
war improvement plans, and of 
ourse that’s going to make every- 
hing hunky-dory with the cus- 
omers. 
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That test campaign for Stoy ought 
to be a big success, particularly if it 
reveals to the manufacturers that 
not even a Phi Beta Kappa can say 
“Stoy soy” without changing gears. 
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President Roosevelt announced 
the end of coffee rationing in his ra- 
dio speech July 28, and for some 
people this made his comment about 
war seem like an anti-climax. 
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John Cowles is leaving Washing- 


Pen Makers Boost 
Promotion Budgets 
Despite Shortages 


Eversharp Placing 
Biggest Campaign 
In Its History 


By IRVING GENATT 


New York, July 29.—Despite cur- 
tailment of production and inability 
to supply the demands of men in 
uniform and those .in civilian life, 
leading pen manufacturers are de- 
termined to keep their well-adver- 
tised products before the public and 
have not lessened their advertising 
to any appreciable degree, ApvER- 
TISING AGE learned today. On the 
contrary, some budgets have been 
substantially increased. 

Eversharp, New York, has vir- 
tually completed plans for what is 
expected to be the heaviest promo- 
tion in its history, with a magazine 
and newspaper campaign scheduled 
for the next six months that will 
compare with other leaders in the 
field. This is in addition to the 
company’s heavy radio advertising, 
for which the company spent more 
than $600,000 last year. 

While Eversharp promotion last 
year went principally into radio, 
the company spent about $48,000 in 
magazines, a medium which will 
get about $200,000 in the new cam- 
paign to be launched in the near 
future. Full and double bleed pages 
in color will be used. A feature of 
the campaign will be introduction 
of the new Eversharp “Command 
Performance” set, made of solid 
gold to retail at $125. 

Ten years ago the company had 
its troubles trying to get the public 
to buy sets at $8.75, but this year 
expects that demand for the solid 
gold sets will be exceptionally 
heavy. 

Planning for Future 


While WPB restrictions leave the 
company with fewer units to sell, 


JUST ADD WATER 


NEW... delicious . . . quick 
COLD JELLIED CONSOMME 


JELLIED CONSOMME MIX 


This 325-line insertion appeared in the 

New York Sun July 27 for Souplets jel- 

lied consomme mix, made by American 

Dietaids Co., Yonkers, N. Y. The ad- 

vertisement, the first to appear for this 

product, was placed by Small & Seiffer, 
New York. 


Record Outdoor 
List Gets Wrigley 
‘Service’ Campaign 


Farm Women Featured; 
Magazine, Newspaper 
Copy Released 


Chicago, July 29.—The Wm. 
Wrigley Jr. Company, a big and 
/consistent user of outdoor advertis- 
jing, next month will devote the 
|largest campaign of this kind in its 
|history to wartime service advertis- 
jing. The drive marks another step 
in P. K. Wrigley’s determination to 
|convert his own and his organiza- 
|tion’s talents to government use 


\the fact is that it does have mer-|during the war in the way they 


ton and the Lend-Lease Adminis- | 


tration to get back to his publishing 
job, and is going to find life on the 


Mississippi strangely quiet for a 
while. 


VT 


chandise available for civilian con- 
sumption to a limited degree, so 


|Eversharp has decided that the time| workers on 


is propitious to get into the public’s 
consciousness on a bigger scale. On 


this theory, the company will go in| 


for magazine advertising on a 


The financial editors of the news-| greatly expanded schedule with no 
papers relayed the news that the/| lessening of its heavy radio promo- 


Utah Radio Products Company is 


tion, in which it sponsors the “Take 


£0ing to make thermotronic equip- It Or Leave It” program heard 52 
ment after the war, but overlooked | times a year on a nationwide hook- 
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lic equipment is. 
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War savings bonds are going to be 
sued hereafter in a size about like 
at of the old paper bills you used 
carry, and it looks very much as 
fa advertising man finally put his 
paper-saving idea across. 
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“he hardest job I have is to lure 
writers out of ivory towers,” 
the Diary of an Adman. They 
to let a few unpleasant facts 
Pol a nice job of copy writing. 


~ 3 


irold Ickes thinks the bureau- 

in Washington are all right, 
that the bungling is due to the 
1ess men, but maybe he’d bet- 
et a Gallup poll on that one. 


oo 


ith the Giants in the cellar 
the Bums a mere 10 games be- 

the Cardinals, prospects for 
1er subway series are beginning 
ok just a trifle blue around the 


ec 
if'es. 


Copy Cus, 


1e little detail of telling their curi-|up. The Biow Company handles the 
readers what the heck thermo-| account. 


Parker Pen Company, Janesville, 


| Wis., one of the leaders in advertis- 


appropriation of approximately 
$450,000 in newspapers and maga- 
zines, and with a separate campaign 
for Quink totaling about $369,000 in 
radio, magazines and newspapers, 
continues heavy promotion for both 
products. 

Concentrating exclusively on its 
Parker “51,” a spokesman for the 
company told ADVERTISING AGE that 
predicated on the assumption that 
“the best should go with the best,” 
this year’s promotion for the prod- 


uct is being featured in full pages | 


(Continued on Page 50) 
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/know best—effective merchandising. 
| In a nationwide tribute to women 
the farm—farmers’ 
| wives and their daughters—Wrigley 
| will use 24-sheet posters in a total 
(Continued on Page 53) 


Advertised Food Brands 
Show Gains Under Rationing 


‘Reader's Digest’ 
Defends Articles 
on Ad Copy Sins 


Editor Wallace Denies 
Planning Crusade 
Against All Advertising 


By WARREN BASSETT 


New York, July 29.—DeWitt 
Wallace, quiet and soft-spoken edi- 
tor and owner, with his wife, of 
Reader’s Digest, wonder magazine 
of U. S. publishing, is more than a 
little surprised that advertising 
men in general think he has done 
the field of advertising a disservice 
by printing in the Digest last month 
an article on the sins of cigaret 
advertisers, and this month another 
on the copy transgressions of the 
sellers of dentifrices. 

Both articles were based on in- 
formation brought out in actions 
before the Federal Trade Commis- 
sion against exaggerated and mis- 
leading copy, and on cease and de- 
sist orders consented to by the ad- 
vertisers. 


Material Not New 


In advertising and publication 
circles the material presented was 
not new. Some of the FTC orders 
cited date back to 1939. But ad- 
vertising men generally felt that 
because of the tremendous circula- 
tion of Reader’s Digest (8,000,000 
in the U. S., a million more in the 
South American and other foreign 
editions) the material would seem 
brand new to uncounted thousands 
of readers and would serve only to 
detract from the credibility of all 
advertising. Instead of recognizing 
that these cases were but a very 
small portion of the general adver- 
tising picture, less careful readers 
would ask the question, “What can 
I believe in the advertisements I 

(Continued on Page 49) 


Last Minute News Flashes 


Rationing Over, Coffee Bureau Steps Up Drive 

New York, July 30.—With the elimination of coffee rationing, Pan- 
|American Coffee Bureau in cooperation with the National Coffee Associ- 
J , y jation, which recently launched a nationwide advertising campaign de- 
ing expenditures last year with an| signed to give a true picture of the availability of coffee under rationing 
with the theme, “Have another cup,” 
headline saying “Now—all the coffee you want as you want it.” 
campaign is being stepped up to include 208 newspapers and will use a| 


(AA July 12) has adopted a new 
The 


|higher volume of linage than originally planned before coffee was re- 


| moved’ from the ration list. Radio, magazines and business papers will | stronger position of the independent 
| support the newspaper drive. J. M. Mathes, Inc., New York, handles the| retailer 


account. 


Commonwealth Shoe to Tell Industry Story 


New York, July 30.—Commonwealth Shoe & Leather Company, Whit-| larger share of the food dollar, as 
|}man, Mass., manufacturer of Bostonians, shoes for men, has completed 
plans for an unusual fall advertising campaign to begin in September in 
The Saturday Evening Post. Designed to inform the public of the shoe 
industry’s contribution to the war effort, initial insertion will be captioned,| tionally a supporter of advertised 
“Thanks a Million, Dad!” and show a soldier surrounded by eight pairs | brands, if only because of estab- 
of special duty shoes made for various branches of the Army. 
Smith & Ross, New York, handles the account. 


Fuller & 


Northwestern National Account Goes to BBDO 


| New York, July 30.—The Northwestern National Life Insurance Com- 


Times. 


48 | pany, Minneapolis, has appointed Batten, Barton, Durstine & Osborn to| percentage of 
12|handle its advertising. J. M. Bridge is account executive. 
52 farm papers and newspapers will receive schedules. 


Magazines, 
BBDO also an- 


nounced that George H. Adams, former editor and* part owner of the 
Minneapolis Star, has joined the Minneapolis office of the agency. U 
recently, Mr. Adams has been executive editor of the Minneapolis Daily 


Nielsen Reports 6% 
Advance for Year 
Among Major Brands 


Chicago, July 28.—Major adver- 
tised food brands have improved 
their relative standing in the field 
under rationing, the A. C. Nielsen 
Company, market research author- 
ity, reports. 

The gain made by major brands 
under rationing in the food and 
grocery field amounts to 6% for the 
year ending May, 1943, indicating 
that both dealers and consumers 
have given increased emphasis to 
products of established quality dur- 
ing periods of shortage of supplies 
and controlled consumption. 

“Nielsen Index records,” said the 
company, “have shown rather uni- 
formly that brands of widely recog- 
nized quality enjoy a lift in prefer- 
ence under conditions of shortages 
or rationing. 


Major Brands Gain 


“There was a marked increase in 
dealer preference for the major 
brands in 1941 and early 1942 when 
retailers were building their stocks 
against shortages and higher prices. 
Now there is clear indication that 
consumers prefer to buy an estab- 
lished brand under the ‘imitations 
of rationing.” 

The accompanying chart on Page 
2, prepared by the Nielsen organ- 
ization, shows that the major 
brands of six rationed food com- 
modities have increased their share 
of their respective consumer mar- 
kets from 36.2% in April-May of 
1942 to 38.5% currently, or 6%. Na- 
tional brands of coffee gained even 
more, increasing their relative 
share of the market 10%. 

“Note that the most pronounced 
competitive gains came after ra- 
tioning was introduced,” Nielsen 
comments. “This trend was general, 
inasmuch as 17 of the 20 major 
brands showed a competitive im- 
provement. And the gains accruing 
to the major brands might have 
been considerably greater had sup- 
plies permitted. 

“Thus there is additional evidence 
that war shortages are resulting in 
a tremendous sampling campaign, 
capable of providing an important 
postwar competitive advantage for 
the manufacturer who guides his 
distribution according to changed 
conditions and who recognizes that 
‘no sales problem’ does not signify 
‘no marketing problem.’ ” 


Independent a Factor 


Discussion of the Nielsen figures 
has developed several comments of 
interest from trade authorities. One 
suggestion is that the improvement 
in relative standing of advertised 
brands may be linked with the 


under war conditions. 
When goods are scarce, and service 
becomes more important to the con- 
sumer than price, the tendency is 
for the independent to garner a 


| Mrs. Housewife looks to him for 

protection against inequitable dis- 

tribution and limited supplies. 
Since the independent is tradi- 


| lished consumer demand, and sells a 
much higher percentage of major 
advertised brands than the chain 
| stores, this improvement in relative 
| position from the standpoint of war- 
| time sales naturally pushes up the 


the total business 
done by advertised brands. 
Another partial explanation for 


|} the improvement in the picture for 
|major advertised brands is that 


ntil | come manufacturers who produced 


| both advertised brands and private 
labels for jobber or chain store dis- 
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tribution are now concentrating 
their allowable production and dis- 
tribution on their advertised prod- 
ucts, so that a much larger percent- 
age of their sales has been under 


advertised names. This has auto-| 
matically reduced the volume of 
business which could have been| 


done by private brands. 
Brand Position Strengthened 


Nevertheless, the picture as a 
whole is regarded by the food trade 
as a striking demonstration of both 
dealer and consumer acceptance of 
advertised products. The fact that 
major advertised brands usually 
command a premium price has been 
more than offset by the cost of all 
brands in ration coupons. The con- 


to obtain maximum quality, of 
which the advertised brand 
best assurance. Thus with dealers 
likewise increasing their ‘stocks of 
advertised products, and consumers 
showing marked preference for 
them, the rationing period has still 
further strengthened the market 
position of advertised brands in the 
food field. 

Nielsen comments on the general 
merchandising picture also empha- 
size the fact that consumer in- 
come has advanced faster than 
the cost of living, as reflected in 
commodity prices, but has also been 
relatively larger than retail sales, 
although the latter have shown 
substantial increase in both the food 
and drug fields. 


The Pacific states have shown 
greater gains in food and drug sales 
in the past twelve months than any 
other area, while the South has also 
had gains exceeding the national 
average. The South’s four-year 


trend in food sales tops that of any size independent stores. 


other section. 


In the drug field gains for this 12- | 
month period have averaged 23%, | 
but again small stores top all others | 
in sales gains, with 30%, compared 
with 20% for chains, 16% for large | 
independents and 25% for medium- | 
Rationing | 


has not been an important factor | 


“This trend,” comments Nielsen,|in changing the character of drug | 
“appears to support the theory that| store sales. 


| where per capita income is sharply | 


OPA Rent Control 


below the average, any pronounced 
gain in consumer income is quickly 
reflected in sales gains for such 
basic commodities as food.” 


Small Towns Gain Most 


Other changes in the marketing 
picture emphasized by the Nielsen 


| findings are that small-town stores, 
sumer has therefore been anxious | 


located in communities under 5,000, 


| have continued to top all others in 
is the | 


sales gains, reflecting the improved 
economic position of the farmer, al- 
though medium-size cities are now 
registering important gains also. 
The largest cities have had gains in 
sales, but not as great as those in 
the smaller buying centers. 

Small stores likewise continue to 
top all others in gains, small gro- 
ceries, with annual volume under 


$10,000, increasing their sales 48%, 
as compared with the national aver- 
age of 21%. Chains have increased 
only 8% and large independents 
19%. Medium size stores, doing a 
business between $10,000 and $50,- 
000 a year, have shown an increase 
in the year between April-May 


1942, and April-May, 1943, of 28%. 


WAR-TIME MENTAL MENU 
for Presidents 


yf HE 20,092 presidents and more than 30,000 other 
executives reached by Dun’s Review have found the magazine 
a guide to war-time policy decisions. The fundamental discus- 
sions, studies, and facts provided by the magazine are essential 


to executives who must think 


beneath superficialities and be- 


yond immediacies. Contributions to executive thinking include: 


Post-War Planning Needs Grand Strategy—and Task Forces 


Business and the War. 


The Trend in Trade and Industry 


Charles E. Wilson 
William Hayes 


Factory Plant and Equipment Expenditures Over a Quarter Century. Lowell J. Chawner 


National Income, A Practical Yardstick 


Births and Deaths in Business 


“The Information Available This January .. .” 


Renegotiation: What it Is; What it Does; How it Works 


The Simpler Things to Come 


Long-Term Planning 


Its New Importance 


America Dreams a New Frontier 


British and Canadian Experience with Food Subsidies 
Moving the Tax Clock Ahead to War Tim 
Let's Tackle the First Post-War Problems, Now 


A Committee Plans to Win the Peace 


Britain Simplifies Production for Victory 


Corporation Taxes and the Wartime Tax Structure 


Charles L. Merwin 


Walter Mitchell, Jr. and William Hayes 


Arthur D. Whiteside 
Robert P. Patterson 
Howard Coonley 
Edwin H. Schell 
Eric A. Johnston 
Jules Backman 
Beardsley Ruml 
Roy A. Foulke 
Paul G. Hoffman 
Dexter M. Keezer 
Randolph E. Paul 


to Business 


Distinguished economists, newspapers, and magazines have 


quoted widely from these contributions. Demands from readers 


have made it necessary to reprint many of these articles and 


studies. 


The depth and significance of this material does not always 


make for easy reading. But its importance assures careful and 


complete examinat ion. 


If your advertising should have more than passing attention 


from executives, why not try 


the tempo of Dun’s Review? 


DUNS REVIEW 


Published by DUN & 
NEW YORK CHIC 
290 Broadwa 2 West 


SAN FRANCISCO 
Montgomery St 
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Messages to Run 
as Advertising = 


Asks Tenants to Help 
Conserve Materials | 
and Aid Maintenance 


Washington, D. C., July 28.—A 
new campaign on rent control, fea- 
turing a conservation twist, is be- 
ing released by the Office of Price 
Ad*mainistration area offices, hard on 
the heels of a Congressional report 
which admitted that the OPA rent 
program has been extremely suc- 
cessful, but which criticized OPA 
for “exceeding its authority.” 

Since OPA surveys show that ap- 
proximately 55% of the population 
lives in rented houses or apart- 
ments, and since war-born difficul- 
ties have made items in every 
household irreplaceable, OPA feels 
that a campaign specifically directed 
to housewives to urge care of the 
houses in which they live is timely. 

OPA’s rent control program has 
the brightest spot in the 
agency’s horizon. Administered orig- 
inally by Paul Porter—onetime Na- 
tional Association of Broadcasters’ 
counsel, who left OPA to go to the 
War Food Administration — rent 
control has prevented the housing 
shortages in many cities from turn- 
ing into unmerciful price-gouging 
by rapacious landlords. 


But the new campaign faces a 
different direction. Just as rent ceil- | 
ings have given tenants a break, so! 
the new campaign gives landlords a 
helping hand in urging conservation | 


Conservation Urged 


|of their property. | 


| 
| 


| 


In mat form, the advertisements 
are being sent out to the area offices, 
and OPA believes the ads will be} 
sponsored by local real estate boards | 
and by individual retailers. In-| 
cluded in the kit are booklets out- 
lining the problem and_ special 
posters for erection in real estate 
offices, housing developments, apart- | 
ment house lobbies, etc. 

Typical copy is headlined “80 
Billion Dollars Worth of Home, 
Sweet Home,” and the text goes on 
to point out that this is the assessed 
value of the homes America rents, 
“but the true value goes far beyond | 
the reach of figures today. For in 
every home there are critical mate- 
rials that cannot be replaced... . 
Millions of tenants realize this. They 
know that carelessness with irre- 
placeable materials can work havoc 
which the landlord in wartime may 


|not be able to repair.” 


| care 


So, copy continues, 
gladly practicing more preventive 
removing stains from wall 
paper and woodwork, seeing that 
drains do not become clogged, 
guarding the homes they rent as 
carefully as though they owned 
them. And by their splendid spirit 
of cooperation, conserving scarce 
materials and labor also—helping to 


“They’re 


|win this war.” 


The local angle is brought in by a 
shield which gives the date of the 
freeze of dwelling rents in that par- 
ticular area, and gives the telephone 


number of the area rent office. The 

tag-line notes that “Uncle Sam 

keeps your rent down—You must 

keep your home up!” 

Printing House 

Craftsmen to Meet 
Government and industry lead- 

ers will be principal speakers at 

the “war effort convention” of the 


International Association of Print- 
ing House Craftsmen, to be held at 
Hotel Peabody, Memphis, Tenn., 
Aug. 10-12. 

WPB officials will 
gates at the opening 
sion Tuesday morning 
be conducted at later 
and 


address dele- 
general 
Clinics will 


ses- 


sessions on 


typography composing room 
practice, new materials and proc- 
esses, letterpress platemaking and 
printing, job planning and produc- 
tion control, and offset printing. 
The annual banquet and installa- 
tion of new officers will be held 


Thursday night. 
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COMPETITIVE TRENDS OF MAJOR BRANDS 


SHARE OF CONSUMER SALES 


36.2% 


38.5 


SHARE OF RETAIL STOCKS 


31.2 


29.4 30.1 


Months’ 
Supply — 1.9 
APRIL-MAY ‘42 


DEC.-JAN. 


1.4 1.3 


APRIL-MAY ‘43 
'42-'43 


Consumers prefer to buy established brands under the limitations of rationing, 


as clearly indicated by the A. C. Nielsen Co. chart. 


rationed food commodities have 


Major brands of six 


increased their shares of their respective 
consumer markets from 36.2%, in April- 


May, 1942, to 38.5% currently, or 6%. 


Fats Salvage Copy 
to Be Resumed in 
Large-Size Space 


New York, July 29.—The fats 
salvage campaign in newspapers, 
which was suspended temporarily 
on May 17 to prepare copy for a 
new drive, will be resumed shortly, 
pending a government announce- 
ment intended to stimulate fats col- 
lection. Kenyon & Eckhardt con- 
ducts the campaign, which is spon- 
sored by the Committee-of the Gly- 
cerine and Associated Industries to 


|Salvage Waste Fats. 


The new drive will get under way 
with insertions of 1,800 and 1,200- 
line units announcing the plan in 
372 cities with a population of 25,- 
000 or more, taking in about 622 
papers. This will be followed up 
with smaller insertions of 200 and 
400 lines. 

The 1942 campaign, although slow 
in starting while the field organiza- 
tion was being completed, reached 
a peak of approximately five million 
pounds collected from housewives 
during October. The goal for the 
present drive was set for more than 
triple that figure (AA, Feb. 1). 

This year’s campaign used nearly 
15 different copy approaches in 
keeping with a formula of high fre- 
quency small-space advertisements 
(AA, March 29). This campaign 
was temporarily suspended on May 
17. The committee in charge thus 
far has raised about $900,000, about 
$490,000 of which was spent in 
newspapers last summer and fall, 
and $264,000 in newspapers this 
spring and summer. About $200,000 
remains to be spent, and more is 
being raised to continue the cam- 
paign indefinitely. 


‘Challenge to Dealers’ 
in Map Makers’ Copy 


George F. Cram Company, In- 
dianapolis, has scheduled quarter- 
page advertisements in several office 
appliance and stationers’ trade pub- 
lications repeating a “Challenge to 
Dealers” contained in its catalog, 
guaranteeing to give credit for re- 
turns if dealers do not agree that its 
new panoramic world map is “the 
handsomest, most readable map at 
any price.” 

The catalog, issued this month, 
contains new models in globes, both 
regular and illuminated, as well as 
a new celestial globe. 


Anti-Inflation 
Copy Appears 
in Magazines 


New York, July 29.—First copy 
‘in the broad anti-inflation cam- 
|paign sponsored jointly by the Wa 
Advertising Council, the Office « 
| War Information and the magazines 
lof the country, appeared this week 
| Four hundred and fifty magazines 
|and periodicals with a total circula- 
\tion of more than 90,000,000 are 
|carrying the full-page copy a: 
|contribution to the drive against in- 
ew 

Use ABC Terms 

| Titled “If You’re Making More 
| Money, Watch Out!”, the copy ex- 
|plains inflation in A, B, C te 
jand the public is asked to use its 
|surplus $45,000,000,000 income this 
|year, over all expenses, taxes, etc. 
|for war bonds, paying off old 
debts, purchase of life insurance. 
|}and for savings in the bank, instead 
jof “trying to bid on everything 
sight.” This will only drive prices 
|higher, the copy says, depreciat ng 
|the value of money earned. 


With the limited availability of pape 
day, every piece of printed matter s)ou! 
contain some message that will help 
war effort. 


oT 


COATED 


PAPERS 


—- s SAUGERTIES, WN. Y. 
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in the Institutional Field is made up of these 
Mass Consumers of Equipment, Food Products 
and other institutional supplies: 


@ HOTELS 

@ HOSPITALS 

@ SCHOOLS 

@ RESTAURANTS 

@ INDUSTRIAL CAFETERIAS 
© COLLEGES 

@ HOMES and ASYLUMS 
@ YMCA’s and YWCA’s 
@ RAILWAY SYSTEMS 

@ STEAMSHIP LINES 

@ PUBLIC BUILDINGS 

© and OTHER INSTITUTIONS 


and... FOR THE DURATION OF THE WAR 
—in addition to its regular circulation, |NSTI- 
TUTIONS Magazine is being sent to the follow- 
ing: Quartermasters in the Army, Supply 
Officers in the Navy, Post Quartermasters in the 
Marines, Purchasing Officers of the U. S. Mari- 
time Commission, Purchasing Engineers of Pro- 
curement Offices, Superintendents of Veterans’ 
Hospitals, Purchasing Agents for Bomber and 
other Industrial Plants, Managers of Industrial 
Cafeterias, Operators of Army Post Exchanges, 
Military Schools, and others engaged in the 
war effort. 


tutions . 


ing agencies. 


INSTITUTIONS Magazine for months past 
has been conducting a survey to determine 
post-war planning of representative insti- 
. many of these plans are actually 
completed and merely await the release of 
materials, others are in the development 
stage. The general results of this continu- 
ing survey are being made available upon 
request to manufacturers or their advertis- 


August, 1943—Developments of interest to the institu- 
tional field are going on rapidly . . . quietly. A year 
ago, all thoughts rightly were concentrated on making 
direct implements of war . . . tanks, ammunition, guns 
and other fighting weapons. Today, certain phases of 
the war program have been brought close to completion 
as evidenced by the cancellation of contracts for plant 
construction, the laying off of men making armor plate 


and the curtailment of certain other schedules. 


None of this means that there is a slowing down of the 
war effort. On the contrary, it means that there must 
be still greater effort at still greater speed. But it also 
means that now consideration can and must be given to 
the production of equipment which was stopped when 
there were only enough raw materials for direct war im- 
plements. It means that in effect, your post-war market 


is here today. 


Manufacturers who are serving . . . or who are planning 
to serve the institutional field will recognize the applica- 
tion of the foregoing to their basic products. Their 
products which are essential to mass feeding and mass 
housing as provided by all types of institutions now rate 
first consideration when compared to other manufac- 
tured products not involving actual battlefront equip- 
ment. 


When production for war was first started, manufac- 
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‘AR AGAIN 


itutions Speed Post- “War 


is HERE /ops 


PROGRESS REPORT to the INSTITUTIONAL FIELD 


IST ‘HIDDEN 


Remodeling Plans oo “OR REVAMPED 


turers in the institutional field made their greatest con- 
tribution by taking the initiative and by converting to 
war work. These same manufacturers, while working at 
top speed today to complete their war contracts, can 
render an equally great service by getting ready to 
resume or increase production of institutional equip- 
ment. To neglect essential institutional services at the 
present stage of the war program is to be guilty of neg- 
lecting a phase of production vital to ultimate victory. 


Manufacturers who are advertising to the institutional 
field today are laying the groundwork for the produc- 
tion of their normal and essential institutional products 

. they are enjoying the benefits of a market which was 
huge before the war, which is huge today and which will 
be even greater when the war is won... they are build- 
ing for themselves a preferred position in this mass con- 
sumer market when guns actually cease firing. This is 
a market which will be augmented by new construction, 
expanding facilities and large scale remodeling and re- 
placements, many of which even now are in the blueprint 
stage. 


For complete details on your post-war market which is 
here today and for further details on INSTITUTIONS 
Magazine . . . the only publication reaching all related 
divisions of the huge institutional field . . . consult your 
advertising agency or write to INSTITUTIONS Magea- 
zine, 1900 Prairie Avenue, ne 16, Illinois. 


Other Inetite- 
thows 


a Copy, 83.0047 
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00D RESTRICTIONS 


In the Forefront 


ANY OPERATORS ARE 
= MF ADEAVORING ro 00 NUTRITION PROGRAM 


Plaster, Glass, Wood, 
in Alterations 


i — NOW New Drive Announced 
to Make Best Use 


of Food Supply 
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Blue Network 
Reported Sold 
to McGraw-Noble 


Confirmation 
of Sale by RCA 
Needs FCC Sanction 


New York, July 28.—Reported to 
have made a top bid of $8,000,000 in 
purchase of the Blue Network from 
Radio Corporation of America and 
which the latter has found accept- 
able, James H. McGraw Jr., presi- 
dent and chairman of McGraw-Hill 
Publishing Company, and Edward 
J. Noble, chairman of Life Savers 
Corporation, are expected to be- 
come the new owners of the Blue. 
It is understood consummation of 
the deal awaits approval by the 
Federal Communications Commis- 
sion. 

Neither Mr. McGraw nor Mr. 
Noble could be reached for com- 
ment on the transaction, nor would 
officials at RCA confirm or deny the 
sale of the network. 

Aggressive competition for pur- 
chase of the network by various in- 
terests during the past few weeks 


has boosted the price offered for 
the chain from $6,000,000 to $8,000,- 
000. Acceptance by RCA of the 
McGraw-Noble offer was made af- 
ter Dillon, Read & Co., the other 
principal bidder for the network, 
indicated it would not go above 
$7,800,000. 

After learning Mr. McGraw and 
Mr. Noble were prepared to pay 
$8,000,000 for the network, Dillon, 
Read reconsidered and indicated it 
would meet this price, but RCA 
had already accepted the McGraw- 
Noble offer, according to reports in 
Wall Street. 


Mandatory Under Order 


Sale of the Blue Network by RCA 
was made mandatory by the FCC 
under an order it issued in 1941 
against single ownership of rival 
chains. RCA owns the National 
Broadcasting Company, which had 
been operating the Blue and Red 
networks. The Blue Network was 
organized as separate entity on Jan. 
2, 1942, and owns WJZ, New York, 
WENR, Chicago, and KGO, San 
Francisco, in addition to having a 
total of 159 affiliated stations. 

From time to time other groups 
were reported as being imminent 
purchasers of the Blue, with many 
well-known names of individuals 
and corporations mentioned as the 
interested parties. However, noth- 
ing of any consequence developed 
until the McGraw-Noble group of- 
fered $6,000,000 for the network. 

This was soon followed by a re- 


ported bid of $6,500,000 made by 
Thomas P. Durell of 44 Wall 
St., which was raised to $7,000,- 
000 by McGraw-Noble. RCA re- 
jected this bid, the matter remain- 
ing dormant until this week when 
the McGraw-Noble group inquired 
whether a firm bid of $7,500,000 
would be acceptable. At this point 
it was learned that Dillon, Read & 
Co., which had been active in Blue 
Network sales prospects at the time 
of the first FCC order, were again 
back in the picture. 


U. S. Plywood Begins 
New Magazine Series 


United States Plywood Corpora- 
tion, New York, has begun a new 
series of advertisements in Fortune 
and Newsweek, devoted to report- 
ing and explaining some of the new 
plywood products which the com- 
pany is making in connection with 
the war effort. 

Marschalk & Pratt is the agency. 
Richard S. Lowell is U. S. Ply- 
wood’s advertising manager. 


‘Forbes’ Promotes Articles 


Forbes, New York, is’ using 
newspapers in major markets, 
coast to coast, to advertise its lead 
article, effective with its Aug. 1 is- 
sue. The first advertisement fea- 
tures Sen. O’Mahoney’s “America 
sis Being Made Over—and We 
Don’t Like It,” and offers free re- 


prints of the article. 


FIRST : 


+ 


SONOVOX PIONEERS 


Allied Mills, Ine. (Wayne Feeds) 
Lowis E. Wade, Inc. 


American Chicle Co. 


THEN “GWODDY—SOMETHING- 


OR-OTHER” 


(Black Jack Gum) 
Badger and Browning & 
Hersey, Inc. 

American Industries Salvage 
Committee (Steel Scrap Drive) 
McCann Erickson, Inc. 


Bismarck Hotel 


The Human 


Learns Quickly! 


Ear 


The first time your ear ever heard somebody say Guadalcanal, 
you probably got nothing whatsoever out of it. But now you 


not only “get” it instantly, 


but your mind also flashes up a 


picture of jungles, gunfire and conquest. 


Pardon us for being elementary, but it’s the same way with 


Sonovox. 


we've not been 


introduced. 


The first time you hear a talking locomotive or a 
singing violin or whatever, y 


our ear says “Thanks, but I guess 


You may not recognize the 


voice, or even understand the words. Okay—it was probably 


the same way when you first met your wife! 


it is now! 


Seriously 


But look how 


some advertisers have turned down perfectly 


swell Sonovox ideas because their ears didn’t “get” the first 


audition 


and then these same ideas have produced beauti- 
fully, later, for other advertisers. 


... We just thought we'd 


tell you about that, and point out that the human ear learns 


quickly! 


CHITAGCO: hb \. Mibu 
framkion 6475 Piara 8 404! 


MEW YORK: 25° far 


WRIGHT-SONOVOX, INC. 


“Talking and Singing Sound” 


FREE & PETERS, INC. 


Exclusive National Representatives 


Smith, Benson & McClure, Ine. 


Buick Motors Division, General 
Motors Corp. 
Arthur Kudner, Ine. 


Chicago, Milwaukee, St. Paul & 
Pacific R. R. 
Roche, Williams & Cunnyng- 
ham, Inc. 


Chick Bed Company 


(Chick Bed Litter) 
The W. D. Lyon Co. 


Colgate-Palmolive Peet Company 


(Vel, Palmolive) 
Ward Wheelock Co. 


Delaware, Lackawanna & Western 
oal Co. 
Ruthrauf & Ryan, Inc. 

Walt Disney Productions 

Emerson Drug Company 
(Bromo-Seltzer) 

Ruthrauf & Ryan, Inc. 

Christian Feigenspan Brewing 
Company ( oo and 
Dobler P. O. N. Beers and Ales) 

Feltman-Curme 
Russell C. 
Compeny 

Forum Cafeterias of America 
r J. Potts-Calkins & Holden, 

ne. 

Griesedieck-Western Brewery Co. 
(Stag Beer) 

Mason, Inc. 

Grocery Store Products Sales Co. 
Inc. Trould's Macaroni Products} 
Campbell-Ewald Co., Inc. 

Chr. Hansen Laboratory, Inc. 
(Junket Quick Fudge Mix) 
Mitchel Faust Advertising 
Company 

Andrew Jergens Co. 

(Woodbury's ae 
Lennen & Mitchell, Inc. 

Lever Brothers Ce. (Lifebuey Soap) 

Ruthrauf & Ryon, Inc. 


National Broadcasting Company 

Naval Aviation Selection Board 

Navy Seabees (U. S. Navy, 
Construction Battalions) 

Office of Civilian Defense 
(Region Six) 

Pabst Sales Company (Pabst Beer) 
Warwick & Legler, Inc. 

Pan American Coffee Bureau 

uchanan & Co., Inc. 

Purity Bakeries Service Corp. 
(Taystee Bread, Grennan Cakes) 

Radio Station KOMA, 
Oklahoma City 

Alvine Rey and his Orchestra 
(in all broadcasts) 

Shell Ol! Com 
J. Walter 


Shees 
Comer Advertising 


ny, Inc. 
hempsen Co. 


U. S. Treasury Dept. 


Universal Pictures Company, inc. 
("Lerceay With Music”) 

Warner Brothers Pictures, Inc. 
(Thaek Your Lucky Sters) 

Velie-Ryan, Inc. (Nesbitt's 
Califerale Orange Drink) 


SAN FRANCISCO: 6) Serer 
Sutter 4484 


HOLLYWOOD: 66:2 \. Gordes 
Gladstone 4949 


ATLANTA: (2: Palmer Diag 
Main $667 
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In Washington... 


WPB Considering 
Allocation Plan 


for Print Paper 


Essentiality Might 
Be a Factor Under 
Projected System 


Washington, D. C., July 29.—The 
hottest views in this heat-drenched 
town this week was the authentic, 
but official, report that the War 
Production Board is seriously con- 
sidering a change in the printing 
paper curtailment plan, whereby 
the existing method of horizontal 
curtailment would be scrapped in 
favor of a system under which defi- 
nite amounts of paper would be al- 
located directly to each individual 
publication. 

Such a practice would immedi- 
ately raise the question of the rela- 
tive essentiality of each publication, 
a question which WPB’s printing 
and publishing branch has hereto- 
fore avoided as it would the plague. 

Under existing practices, printing 
paper is controlled by requiring 
each publication and each user of 
print paper to keep within a cer- 
tain percentage of the total ton- 
nage used during a base period and 
the amount of the cut is exactly the 
same for all paper users in the 
same category. The only deviation 
from this rigid practice occurred in 
the recent setting up of new quo- 
tas for newsprint users for the 
third quarter; in this case, the 
largest consumers of newsprint 
were required to reduce their usage 
by a higher percentage than were 
smaller users, but the sole basis for 
determining the size of the cut was 
the volume of paper consumed. 

Under a direct allocation system, 
WPB would presumably have to 
allocate a definite amount of paper 
to each user and in that case 
relative essentiality or usefulness 
would presumably have to be con- 
sidered. Just how this might be 
done, and by whom, without violat- 
ing the constitutional guarantee of 
freedom of the press, is a real prob- 
lem. No decision has been made 
on this subject, ADVERTISING AGE 
learned, but the mere fact that it 
is under discussion has caused a 
furor in publishing circles, 

of Bo a 


There were indications this week 
that some restraints on civilian sup- 
ply might be eased. Coffee came off 
the ration list and returned to a 
free-market basis, President Roose- 
velt making the formal announce- 
ment in his radio talk last night. 
He also revealed that supplies of 
sugar are growing and implied that 
sugar rationing might also be aban- 
doned shortly. 

At the same time, WPB author- 
ized a 25% increase in the output 
of infants’, children’s, boys’ and 
misses’ shoes, cleared the way for 
a 25% increase in men’s safety 
shoes, and for a 15% increase in 
men’s work shoes. Likewise, the 
Food Administration had 
words of some _ encouragement 
for civilians on the beef supply, 
announcing that the amount of beef 
which slaughterers must set aside 
for military use is being reduced 
from 45 to 30% for the current 
week, and to 40% for the following 
weeks. This 40% figure, applying 


|only to slaughterers operating un- 


der federal inspection, 
represent only 18% 
beef production. 
Despite these heartening signs, 
Arthur D. Whiteside, director of 
civilian requirements of WPB, took 
advantage of an interview with a 
Chicago Sun reporter to warn that 
dreams of an increased supply of 
civilian goods are no more than 
dreams. Civilians will actually 
have to get along this fall with 20% 
less goods than they had last fall, 
he said, and there is no immediate 
this situation being 


is said to 
of commercial 


changed. 

“The over-all outlook for civilians 
is definitely, positively curtailed,” 
he insisted. The optimism that has 
been engendered by recent release 
of small quantities of steel for the 
production of a list of necessary 
conveniences such as bobby pins, 


safety pins, tacks, nails, razors, 
etc., is completely unwarranted, 
Mr. Whiteside said, adding that 


these items represented such small 
quantities of critical materials that 


Advertising Age, August 2, 1943 


they should never have been cy. 
tailed at all. 

He went on to warn again that 
military success does not mean ap 
immediate increase in the supply 
of civilian goods. On the contrary 
he said, military successes which 
lead to occupation of conquered o, 
enemy territory will further cur. 
tail the supply of civilian goods jp 
this country, since it will be neces. 
sary to divert food and clot! ing 
and other essentials to the civilian 
populations of these ,areas. 

* 


Moving to implement the Con- 
gressional edict against imposition 
of grade labels, OPA this week re. 
voked the requirement that retaj] 
grocers who purchase in bulk and 
then repackage before selling must 
show the grade on their retajj 
labels if it was shown on the origi- 
nal package. 


Loew's Movie Guide 
Begins 4th Year 

Loew’s Theaters movie guide, ap- 
pearing daily in eight major New 
York newspapers, has begun its 
fourth year of uninterrupted publi- 
cation. The movie guide, which 
lists the daily attractions in 69 
Loew’s neighborhood theaters, was 
the first combined advertising to be 
accepted by the New York papers 
and inspired similar space from 
other theater circuits, principally 
Radio-Keith-Orpheum. 

During the last 12 months $483,- 
000 has been expended through this 
medium. It replaced thousands of 
posters, outdoor advertising and a 
direct-by-mail publication of more 
than 1,000,000 circulation. It is es- 
timated that 6,300,000 people daily 
consult the guide for the attractions 
showing in their neighborhoods. It 
has served to reduce the volume of 
telephone calls to theaters to ap- 
proximately 25% of their former 
volume. The guide was conceived 
by Oscar A. Doob, advertising di- 
rector of Loew’s theaters. 


Truman in New Post 
Charles D. Truman, formerly 
with MacLaren Advertising Com- 
pany, Toronto, has been named 
public relations director of Inter- 
state Aircraft and Engineering 
Corporation, Los Angeles. 


AVAILABLE IN 


12:15 PM. NEws 
FOLLOWING 


MORTON DOWNEY 


—_— . 


This six-days-a-week KGO 
news period is the only 
noontime news available on 
a network station in the San 
Francisco-Oakland area. 
Established six months, it 
follows the popular Coca- 
Cola Morton Downey show. 
See your Blue Spot Repre- 
sentative or wire us direct 


for details. 


s * x 
»* 
SAN FRANCISCO - OAKLAND 
,; 


810 K. Cc. 7500 WATTS 
Blue Network Company, Iac. 
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One More Proof of How 
Advertising Age is Read! 


Tue old advertising cliché, “Nothing succeeds 
like circulation,” has been succeeded by the more 
accurate comment, “Nothing succeeds like reader- 
ship.” And the constant evidence that the contents of 
ADVERTISING AGE are read eagerly through- 
out the field by the most important men in advertis- 
ing and marketing means a lot more to advertisers 
than purely statistical comparisons. 


se 


P. A. Revelt, Special Assistant to the Regional 
Director, War Production Board, Detroit, contrib- 
uted one of the important articles to our current 
series on what is happening to distribution under the 
impact of war-time conditions. We thought it a great 
article, packed with information that would be help- 
ful to everyone concerned with the important task of 
helping to keep America’s automotive transportation 
facilities rolling for the duration. 


Many others thought so, too, and some of them 
took the trouble to write to Mr. Revelt, who is widely 


known in the automotive field, and tell him so. Their 
comments, reproduced in “Voice of the Advertiser” 
for June 7, are an enthusiastic endorsement of the 
editorial policy consistently followed by ADVER- 
TISING AGH, to give marketing and advertising 
executives practical information bearing directly on 
their current problems. 


When men like B. E. Hutchinson, Roy Peed, 
“Wap” John, D. C. Hight and Willard French, all 
of whom know the automotive field from front 
bumper to tail light, agree that this material is sound 
and valuable, you can take it for granted that Mr. 
Revelt’s story really clicked. And likewise you can 
be sure that readership in ADVERTISING AGE 
is a live, dynamic quality based on the high value of 
the information presented each week in its pages. 

Maybe, come to think of it, that kind of A.A. 
readership explains our traditional advertising lead- 
ership. 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
G 100 E. Ohio St., Chicago 


Ny 
330 W. 42nd St., New York HAY 
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Advent of Bowles 
Breathes New Life 


Into Morbid OPA 


Outlines 7-Point 
Operations Program; 
Given Full Rein 


Washington, D. C., July 28.—With 
a declaration that the Office of 


| 


OPA 
against selfish pressures. 


Price Administration will not be a) 


doormat for pressure groups, Ches- 
ter Bowles, former head of Benton 
& Bowles, yesterday made his bow 
as senior deputy administrator of 
OPA. 


At a crowded press conference, | 


Mr. Bowles spoke frankly of the 
pressures OPA faces, and at the 
same time declared his intention of 
clearing simple, adequate informa- 
tion so that the public might know 
the reason and scope of OPA moves. 

He outlined a seven-point pro- 
gram for the agency: (1) 
will cooperate with regulations pro- 
vided they understand the need for 
them; accordingly OPA will explain 
rationing and price control in sim- 
ple, factual language. (2) It is im- 


People | 


|(5) Public respect for the agency|He said quietly that the reporters, 


Ses 


possible to run a nationwide organ-| gress, Mr. Bowles replied prudently , 
ization from Washington; OPA must/| that he “was just a country boy here | 
be decentralized. (3) Successful|and shouldn’t be answering ques- | 
operation depends on organization, | tions like that.” 
and OPA will seek outstanding men| Commenting on the organization | 
to fill important jobs. (4) The ma-j|and personnel of OPA, Mr. Bowles 
jority of the people are honest, there|emphasized that it should include 
are few chiselers, and OPA will not|able people from all groups: busi-| 
employ the “gestapo” approach.|ness, labor, industry and colleges. | 


will increase if firm and vigorous|“and most of the rest of the world, 
action follows apprehension of per-| have been too hard on college pro- 
sistent violators. (6) Regulations | fessors.” 


should be made easier to under-| Plans No “Advertising Club” 


stand and to operate under. (7) | 
must be willing to stand; He said he had been a member of 
the advertising “firm” of Benton & 
|Bowles, and that he was no longer 
/connected with the agency. When 
The press conference was held a|a reporter asked if he planned to 
few hours after Mr. Bowles had ar-/| bring in other advertising men, the | 
rived in Washington, and the new|new deputy parried it with “OPA 
deputy held it against the advice of | will not become an advertising club, 
some of his assistants. The chief|if that’s what you mean.” 
argument against holding the press | To Connecticut reporters who) 
conference was the possibility that|talked to him after the conference, | 
Mr. Bowles’ views might be misin-| the ex-adman admitted that he was | 
terpreted or twisted; that he might! going to be “murdered.” He told | 
answer questions without adequate|them he had no illusions about the} 
information; and that he had not|job, but that he had been given a| 
been in OPA long enough to ac-|free hand by Prentiss Brown. Two) 
quaint himself with the prevailing| primary problems are evident: one, | 


Makes Unconventional Start 


policy. to bolster OPA’s wavering policy, | 
None of the fears was justified.|and to evolve a workable over-all 
Cordial 


Bowles avoided the pitfall which | much of. the discord which has 


When one reporter asked if| both to get more capable people | 
“pressure groups” included Con-|into key jobs and to stiffen the mor- | 


TO 2,834,000 


IN ONLY 12 MONTHS? 


HINK of 


Market as a veritable giant 
... growing, growing... 
ever greater in size and purchas- 


ing power strength. 
& u 


the Detroit 


newspaper THE DE- 
TROIT FREE PRESS . . 

growing too... even faster than 
the giant it serves. Yes, great as 
Detroit's percentage of popula- 


He must 


tion increase is... The Free 


be fed and clothed and pampered 


and the story of that job is 


mighty interesting reading to 


the seller of all 


And mighty interesting reading 


to that 


troit’s one and only morning 


commodities. 


giant each day is De- 


Press’ percentage of circulation 
increase is even greater. 
would sell Detroit 


If you 
. let The 
Free Press carry your advertis- 
ing messages to over 360,000 of 
the best buying homes in the 


area, 


The Detroit Free Press 


STORY, BROOKS & FINLEY, Inc., Nat'l Representatives 


|Bowles was 
| string, and the principals were copy- | 


ale of OPA employes, which is 
badly bruised by the internal bat- 
tles which have rocked the agency 


| since Leon Henderson stepped out 


of his OPA post. 

To most reporters, it seemed that 
Mr. Bowles was well-fitted to his 
job. In his first appearance before 
the critical press corps, he did well. 


Known for Even Temper 


To intimates of the new general 
manager, his coming was a sign for 
a new and better day for OPA. Al- 
though he has the reputation of be- 
ing a topnotch organizer and an 
executive who will stand for no 
nonsense, Mr. Bowles also was re- 
puted to have one of the highest 
“boiling points” in the agency busi- 
ness. Men who have worked with 
him for years say they have never 
seen him lose his temper. This im- 
perturbability should stand him in 
good stead at OPA, just as the 
tendency of Lou Maxon to lose his 
temper in crises led to much verbal 
bloodshed in the agency. 

The facts of the rise of Benton & 
Bowles in the agency field are well- 
known; in essence, it was the story 
of two bright young men. Chester 
Bowles and William B. Benton, both 
in their late twenties, left the 


and quiet-mannered, Mr.|line of thinking which can prevent|George Batten Company and| 

founded their own agency in Au-| eB ner 
has trapped many a capitol admin- | marred the work of the agency; sec- | gust, 1929. Bowles was a Yale man,| *** — 
istrator—he frankly said he “didn’ts ond, to realign OPA’s organization,|as was Benton, and had joined the| 
| know.” 


Batten copy staff in 
many another 


1925. Like 
agency Benton & 
founded on a_ shoe- 


writers and account men and also 
|performed most of the other jobs. 
| Strictly a “small business outfit,” its 
billings for the first six months were 


only $40,000, but by 1936 the agency | 


was a giant, with billings of $15,- 
000,000. 

The fledgling agency nicked its 
|first big account when 
General Foods that its copy tech- 
|nique and media placement for 
Certo was faulty. Benton & Bowles 
j;made a survey, advised placing 
Certo in farm papers and women’s 
magazines. The product’s . sales 
zoomed. B & B began to move. 
|When Atherton Hobler, now chair- 
man of the board of the agency, 
joined B & B from Erwin, Wasey & 
iCo., he brought along most of the 
|General Foods’ billing. 
jafterward, B & B added Bristol- 
Myers Company, and later dropped 
jthe account when 
gate-Palmolive-Peet’s billing in 
11935. In 1937, William Benton was 
/a millionaire, and retired as he had 
|said he would. He now is vice- 
|president of the University of Chi- 
| cago. 


| 


| Shortly afterward, Chester Bowles 
|suffered a breakdown from 


Drops Agency Duties 


doctor’s permission, to work four 
|days a week. He had become inter- 
ested in yachting and spent much of 
| his time on his boat. For a short 
| time he returned to the agency and 
|took full control of the business, 
/but in January, 1942, he left B & B 
j}and became state director for OPA 
|in Connecticut. 

Besides being a yachtsman of 
|some repute, Bowles is an excellent 
golfer, and once played on Yale’s 
|golf team. An inveterate follower 
|of the Bermuda sailing races, he 
}once was washed overboard, only 
|to have another wave wash him 
back on board. Another time, he 
ran into a storm, was lost at sea for 
five days while the Coast Guard 
hunted for him, but 
limped safely into port. 
| He is now 42, has five children 
‘and a home on the Sound in Con- 
necticut. His boat is doing service 
with the Coast Guard. He has long 
been active in community life, and 
is a trustee of the Norwich State 
Hospital for Mental Diseases, a di- 


rector of the National Urban League, | 


and a member of the finance com- 
mittee of the National Organization 
for Public Health Nursing. 


In 1940 he was a delegate at the! 


Democratic national convention in 
Chicago. Not generally classed as 
an avid New Dealer, Mr. Bowles is 
a follower of the President, an able 
exponent of administration policies, 
and a man who believes in persua- 
sion rather than force. The combi- 
nation of political faith and business 
experience is rare enough to be 
noteworthy in Washington. 


Ross Named Assistant 

Bob Ross, former publicity direc- 
tor for Cadillac Motor Division, and 
automotive editor of the Detroit 
Times, has been named assistant to 
Gaston E. Marque, director of pub- 
lic relations of the Studebaker Cor- 
poration, South Bend, Ind. 


it showed | 


Shortly | 


it secured Col-| 


over- | 
work. He left the agency for sev-| 
breve months, returned later, at his| 


eventually | 
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THREE-WAY OIL 


MAZOLA SERVES AND SAVES 3 WAYS 


Corn Products Refining Co. has begun 
heavy promotion for its Mazola oil, now 
packaged in glass, in 17 national maga- 
zines, This Week Magazine, The Amer- 
ican Weekly, New York Times magazine 
section and the First Three Markets 
group, using full-page color insertions. 

opy gives recipes and points up 3-way 
use of Mazola, for frying, shortening and 
C. L. Miller Company, 
New York, is the agency. 


Spiegel Will Open 
Retail Stores and 


Catalog Offices 


Chicago, July 29.—Following the 
lead set by Sears, Roebuck & Co 
and Montgomery Ward & Co, 
Spiegel, Inc., disclosed this week 
that it intends to open retail stores 
and catalog order offices as soon as 
conditions will permit. 

"Modie J. Spiegel Jr., president 
|and general manager of the mail 
order firm, said that the company’s 
decision to open the new stores i 
based “on the desire to increass 
| the flexibility of its present mai! 
order operations and to serve more 
adequately a wider market.” He 
said both the stores and order of- 
fices were to be opened on an ex- 
perimental basis until the pattern 
has been thoroughly tested and 
proved. 

He also revealed that John W 
Miller, for the past 10 years mer- 
chandising economist for Montgom- 
ery Ward & Co., had been elected 
vice-president in charge of retail 
stores and will be in charge of these 
new operations. Company officials 
did not disclose the proposed date 
for opening of the stores and of- 
fices, nor the number or location of 
the new outlets. 


Retail Druggists 
Drop ‘43 Convention 


The executive committee of the 
National Association of Retail 
Druggists, meeting in Chicago, has 
| decided that the trade group will 
hold no convention this year. 

It will be the first time in 45 
years that the druggists have failed 
to meet. Executive directors de- 
cided, however, that the advantages 
were outweighed by the extra load 
which would be placed on transpor- 
tation facilities. 
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THERE'S GOLD IN N. Y. 


“They're Still Panning Gold 
in New York” 


They are striking it rich in New York 
these days in tens of thousands of indus- 
trial and trade establishments, the New 
York Times declares in this, the first of | 
a series of advertisements promoting 

New York, which will run twice a month 

in the Times and in eight other news- | 
pepets across the country. St. Georges | 
& Keyes advertising agency assisted the | 
Times in preparation of the copy. Each | 
advertisement will carry the name of the | 
Times but there will be no promotion of | 

the paper in the copy. 


Pulpwood Drive 
Termed ‘Primary’ | 
by Donald Nelson © 


Washington, D. C., July 28.—) 
Donald M. Nelson yesterday char- | 


terized the drive for increased | 
production of pulpwood as being of | 
primary and immediate impor- | 
tance,”’ 


The statement was issued after a 
with Walter M. Dear, presi- 
dent of the Jersey Journal and for- 


tall 
alk 


| 
| 


mer head of the American News- 
paper Publishers Association, on 
plans for an intensive pulpwood 


rive to begin Aug. 1. 

Mr. Dear revealed ANPA’s news- 
paper pulpwood committee’s efforts | 
to raise funds to finance paid ad-| 
ertising and publicity in weekly 
and small dailies in 27 pulpwood- 
roducing states. Through local 
ommittees, which are being or- 
ganized in pulpwood areas, cutting 


mtests will be sponsored. Prizes | 
for these cutting contests will be) 


$3,500 in war bonds. 


At long last, the War Manpower | 


Commission moved to designate 


Pulpwood cutting as an essential! | 


cupation for the guidance of local 
draft boards. The move, which 
VMC has been promising for some | 
ume, strengthens the occupational 
deferment possibilities for workers 
engaged in pulpwood cutting. An- 
ther advantage is the hiring priori- 
“es which accrue to essential em- | 
ers. | 
But it still seemed clear that no 
ipational deferment would be 
able to processors of pulpwood 
ewsprint, nor do the notices to 
boards insure deferment of 

The local boards will 
nue to have a wide latitude of 
e, particularly influenced by | 
ability of replacements. Cut- 
of pulpwood has long been one | 
ie grounds for deferment of | 
engaged in farm work. 


Bourjois Chistmas 
Folders Ready 


lders showing 


rs 


its Christmas | 
of powders, perfumes, soaps, | 
‘ks and toilet waters have 
dy been prepared for holiday | 
tion by Bourjois, Inc., New 


hough wartime _ restrictions 
made it necessary to adopt 
ssential materials in packag- | 
the company’s products, the | 
iy gift set packages and indi- 
| items have been packaged 
irtime containers simulating 
iginals. Foote, Cone & Beld- 
andles the account. 


nes Free & Peters | 
Pointment of Free & Peters as 
iSive national representative of 
M, Baltimore, has been an- 
‘ed by John Elmer, president 


e station. 


Full-Scale Television 
Foreseen at War's End 


The long-awaited advent of full- 
scale commercial television will be- 
come a fact “within the shortesi 
space of time required to reconvert 
the radio manufacturing industry 
from war to peace production,” 
Ralph R. Beal, research director, 
Radio Corporation of America, New 
York, has predicted. 

Mr. Beal said that wartime dis- 
coveries have acted as a catalyst to 
years of television research, and 
have made entirely practicable rea- 
sonably-priced home receiving sets 
with screens up to two feet wide. 
He declined to predict prices, point- 
ing out that postwar labor and ma- 


terial costs will affect them. Pre-| 


war sets sold in the neighborhood 
of $400. 


Women’s Bureau issues 
New Poster Set 


The women’s bureau of the U. S. 
Department of Labor, Washington, 
D. C., has prepared a set of five 
posters on “Women in War Pro- 
duction,” for use in plants, employ- 
ment offices and community centers. 

The posters includes photographs 
of women workers on various proc- 
esses in key war industries, and 
emphasize safety standards. 


‘Wadman to Manage 


Two Petroleum Papers 

Rex W. Wadman, New York 
publisher with eight business pa- 
pers under his management, 
also taken over management of Pe- 
| troleum World and Petroleum Reg- 
| ister, Los Angeles. 


has 


‘Fruit Distributor Father's Day Awards 


‘Supports Garden Drive | Named by Shulton 


Ben E. Keith Company, Fort Winners of the fifth annual 
Worth, distributor of fresh fruits| Father’s Day window display con- 
and vegetables, has launched a cam-| test for Early American Old Spice 
paign in daily and weekly news-| toiletries for men were announced 
|papers in its marketing area giving! recently by Shulton, Inc. The stores 
prominence to the production of} are divided into two groups: classi- 
Victory garden crops. | fication I, for department stores and 

Copy suggests that consumers buy | specialty shops, and classification IT, 
|“Fresh-from-Keith’s” fruits and/for drug stores. First, second and 
| vegetables only if their supply from | third prizes and ten fourth prizes 
‘Victory gardens is inadequate. Ad- | were awarded. In each case, win- 
| vertising-Business Company, Fort) ners were awarded war bonds or 
| Worth, handles the account. | stamps for their efforts. 
—_—- | an manager was oe — 
. son, advertising manager o ul- 
NBC Advances Mitchell \ton. Judges were: Joseph B. 

Everett Mitchell, NBC farm com-| Platt, interior and industrial de- 
|mentator, has been named director | signer; Elmer Sheets, editor, Beauty 
of agriculture for the NBC central | Fashion; Lindsay Fairweather, Wes- 
| division, Chicago. ley Associates. 


Yy 


TEXAS 


ARKANSAS 


PESHREVEPORT 


}#Hyygmuée“_l Y Yy 


THIS IS THE AREA, MR. JONES! 


@ This is the area that year after year has 
shown gains far above national average in 
population and spendable income. It is one 
of the few areas classified by Assistant 


Director, Bureau 


of Census, as “having 


excellent prospects of retaining wartime 


2 —- 


growth.” CBS sets net daytime circulation 
at 313,000 radio homes, net nighttime at 
425,000. Ask the Branham Company today 
for further details about this area and how 
you can get maximum coverage with 50,000 
Watts KWKH. 


The 
SELLING 


BUYING 
MARKET 
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Outdoor Industry 
Moves Toward 100% 
- Mark in War Work 


More Than Half of 
Posters Already 
Showing War Copy 


Chicago, July 28.—Kerwin H. 
Fulton, director of war activities of 
the Outdoor Advertising Associa- 
tion of America, told a special war 
conference of the association here 
this week that during the first 
quarter of this year 45.92% of the 
use of the outdoor medium and op- 
erating facilities had been devoted 
to war messages and production 
Final figures for the first half of 
the year will probably raise this 
percentage to 60, he said. 

The goal of the war activities 
committee for the last four months 
of the year is 75%, he said, and 
“we believe our medium will be 
converted to the war effort 100% 
in 1944.” 

The major portion of the three- 
day program was devoted to dis- 
cussions of war activities, with nu- 
merous government officials present 


to pay tribute to the work which 
has already been done and to out- 
line current and future needs. 
Prominent among the programs to 
be given all-out support by the me- 
dium is the Third War Loan Drive, 
which opens Sept. 9, and which is 
expected to be backed by an un- 
precedented volume of advertising 
in the outdoor medium, as well as 
in all other media. 


Greater Effort Sought 


Mr. Fulton asked for even 
greater effort on the part of asso- 
ciation members in extending the 
use of war effort posters, especially 
through the coordinated campaigns 
now being conducted for the Treas- 
ury Department, Office of Civilian 
Defense, War Manpower Commis- 
sion, Forest Service, and others, 
and was given formal assurance by 
the association’s board of directors 
and by the regional directors of 
war activities in the association’s 
12 regions, that such assistance 
would be forthcoming. 

Harold L. Eves, manager of the 
war activities department of the as- 
sociation, explained the develop- 
ment of presentations for spon- 
sored war poster campaigns, and 
R. D. French, vice-president of 
Outdoor Advertising, Inc., made a 
graphic presentation showing how 
all war effort poster campaigns for 
the government were being coordi< 
nated to offer unified support of the 
war program. 

Herbert E. Fisk, executive vice- 
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Release Materia! 
for 350 Food 


Locker Plants 


Chicago, July 29.—Under the 
sponsorship of the Department o 
Agriculture, and with the approvya) 
of the release of critical materia}, 
by WPB, 350 new frozen | 
plants have been approved fo 
mediate construction, the curr 


president, outlined the war activi- 
ties organization within the associ- 
ation, through which the industry 
has been able to accomplish its rec- 
ord to date. He declared that, 
without the systematic unity at- 
tained through such organization, 
the showing made by the mediuin 
as a channel of communication with 
the public in the war effort would 
never have been possible. 

L. W. Trester, Washington mem- 
ber of the war activities committee, 
reported on the status of the in- 


tion representative of the War 
Manpower Commission; Jacques 
Dun Lany, chief of the poster clear- 
ance and allocation division of the 
Office of War Information; Clint 
Davis, regional forester of the U. S. 
Forest Service in Atlanta; and 
Thomas H. Lane, director of adver- 
tising for the war finance division 
of the Treasury Department, told 
the outdoor operators that their 
medium had been of the utmost im- 
portance to their respective cam- 
paigns in the war effort to date and 


dustry in its relations with the| urged plant owners to redouble the Th of = F eye wht reveals 
government; E. C. Donnelly Jr.,| effort to obtain sponsored showings bs Anger ys 5 \ _ bi _ 
Boston, vice-chairman of the] o¢ war posters munities oO 5 or less, subject to 
OAAA board, discussed the work 7 certain Department of Agricu ture 
of the War Advertising Council Review Auditing Work regulations, and $840,000 of refrig- 
and the importance of the associa- : : eration equipment (approximately 
tion’s participation in its program,| While most of the time was de- | $2,400 per plant) has been releaseg 
and G. W. Kleiser, San Francisco,| Voted to war advertising, industry for their construction, along with 
war activities director for Region| Matters of immediate concern were| appropriate quantities of power 


also discussed. A highly favorable 
report on the initial tabulation of 
traffic flow counts under the new 
voluntary wartime program of the 
Traffic Audit Bureau (reported in 
detail in AA, June 21), was pre- 
sented by A. W. Lehman, managing 
director of TAB, who declared that 
an over-all circulation increase for 
the industry is visible from prelim- 
inary returns. 

Henry M. Stevens, vice-president 
of J. Walter Thompson Company 
and president of TAB, pointed out 
that the voluntary plan was worked 
out to meet specific, wartime needs 
of advertisers, agencies and plant 
operators, adding that the lack of 
definite information had caused un- 


9, discussed the importance to the 
entire industry of having every op- 
erator active in the war effort pro- 
gram. 


Government Men Talk 


A highlight of the meeting was 
the Monday afternoon session, in 
which government representatives 
expressed the appreciation of their 
respective agencies for the out- 
standing record of the outdoor in- 
dustry in supporting war objective 
programs. 

James P. Kirby, chief of the field 
section, public advice and counsel 
division of the Office of Civilian 
Defense; C. John Russell, informa- 


saws, scales, conveyors, rendering 
kettles, etc. 


Locker Facilities Required 


Generally speaking, in addition 
to the provision that the plants be 
located in communities of less than 
15,000, the Department of Agricul- 
ture also requires that the plants 
have 300 lockers, that there shall be 
no other existing facilities in the 
community capable of satisfactorily 
rendering similar service, and that 
minimum locker rental shall be $8 
per year. 

According to the publication, fur- 
ther extension of the country’s 
locker plant capacity will be per- 
mitted next year. 


deserved injury to the outdoor me- 
dium in many cases. He described 


Get Bonds with Premiums, 


TAB as “not a promotional force, 
but a neutral and unbiased factual 
authority, conducting its research 
and reporting its findings on a 
purely scientific basis.” 

James E. McCarthy, dean of the 


Raleigh Test Copy Urges 


Brown & Williamson Tobacc: 
Company, Louisville, Ky., has 
launched a test campaign in news- 
papers in Minneapolis, St. Louis 


college of commerce at the Univer- 
sity of Notre Dame, reported on the 
progress of the accredited course in 
outdoor advertising, which is con- 
ducted at the university with the 
cooperation of the association. Post- 
war development plans for the in- 
dustry were discussed by Frank 
Dunigan, president of OAAA, and a 
series of Christmas designs was ex- 


and Cleveland featuring the advice, 
“join the Raleigh smokers who've 
gotten one million doilars in war 
bonds at no extra cost.” A subhead 
adds “Switch to Raleigh’s and get 
your share of $12,500 in war bonds 
every day.” 

The campaign is based on the re- 
demption of regular Raleigh cou- 
pons for war bonds instead of usual 


hibited by Mark Seelen, general art|premiums. Batten, Barton, Dur- 
director of Outdoor Advertising,|stine & Osborn, New York, is the 
Inc. agency. 
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A GOOD MARKET xu 
A BETTER MARKET 


A group of hard-headed businessmen, working 
national Committee for Fronomic Developme 
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over In Peoria, an energetic canvass of present employment 
got the facts about the city’s 56 factories employing 


32,423 workers 


if: 
4 


’ 
ai 


put git 
Atl 


howe This study uncovered possibilities which have wide 
© interest. Peoria employment in 1910 was 24,721; last 
ue year it was 32,423; after the war, the committee caleu- 

: lates carefully, it can be held at 31,830. That is 29 
» Ss percent more than the “normal” of 1940: and it is less 


At 


than two percent below the high wartime figure. 


axRitt 


On the drawing boards and blueprints of Peoria factories 
arc ideas for new production, in clear, sharp form. 
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DOMINATES 


Peoriarea people—614,104 total with 444.375 in our 
primary area depend on WMBD for fine entertainment. 
public service features, community cooperation. WMBD 
is close to their hearts—a powerful influence on their 
buying habits. (Recent Conlan survey shows WO.2G% 
listenership average for WMBD—more than ticice the 


average of the closest competitor—more than all other 
stations combined!) 


FREE & 
PETERS, Ie. 


Exclusne N 


Repre wemetatines 


vomal 


War industries? Of course, but they'll be reconverted 
without “boom town slumps”. Diversified manufactur- 
ing plus vast, rich agriculture makes certain of con- 
sistently better returns for your advertising. No “outside 
station” can do a job in Peoriarea! 


| 
/WMBD is a MEMBER CBS 


Get into this steady, good market through one-medium 
coverage —¥W MBD 
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HERE IS BILLY 
BATSON , THE FAMOUS 
BOY WHO CAN CHANGE 
TO THE WORLD'S 
MIGHTIEST MORTAL, 
CAPTAIN MARVEL, 

MERELY BY SPEAK- 

ING THE MAGIC 

WORD “SHAZAM: 


CF 


\ 


\ THE FINAL PLANS FOR A 

TREMENDOUS NEW AD- 
VERTISING CAMPAIGN FOR 
VIG CEREAL. 


ELLO, MISS WHY, HAVEN'T YOU I'M ER- ALVIN MR. ALLARDYCE |S 
DALSHAW. WHAT'S ) HEARD @MR.MORRIS| | ALLARDYCE, HERE, M2. MORRIS. 
COOKING IN THE ¢ AND A WHOLE CROWD | | ART DIRECTOR. 

CONFERENCE —OF ADVERTISING BIG- MAY I GO IN @ 
ROOM @ GIES ARE GOING OVER 
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SEND HIM IN, MISS i 
DALSHAW. BUT ADMIT 
NO ONE ELSE. THIS IS 
A VERY SECRET 
CONFERENCE . 


HAW ! HAW! HAW! 
NOW LET'S SEE You PUT 
OVER YOUR BIG ADVERTIS- 
ING CAMPAIGN WITHOUT 

ANY CoPy ! HAW! HAW! 


STOP THAT MAN! THAT 
ISN'T ALLARDYCE, /TS 
OUR WORST RIVAL - 
/. QUINCY DE LONE / 
STOP HIM! 


AW 


— 


FROM OUT OF 


—IT'S CAPTAIN MARVEL TO THE RESCUE! a" i AT OUR ) A HALF= 


NOWHERE COMES 
A BLINDING FLASH 
OF LIGHTNING 
AND A DEAFENING 
CLAP OF THUNDER 
AND= 


\'VE GOT YOU, You 
THIEVING SNEAK! 


OUTS... 


\, 


OUR VIG 
CAMPAIGN |S 


MAYBE I CAN HELP 
“~ YOU, GENTLEMEN ! 


YOU SEE, MR.VIG, I HAVE \H/MM! WHAT 
MILLIONS OF LOYAL FOLLOW-|CAW I LOSE 2& 
ERS ALL OVER THE WORLD. //Z4L GIVE YOU 
LET'S SEE IF WE CAN A TRY! 


WITHIN THE HOUR, THE VAST MACHINERY OF THE 
CAPTAIN MARVEL CLUB |S PUT INTO HIGH GEAR ! 


COMMANDO YANK FLASHES THE MESSAGE 
TO THOUSANDS OF FOLLOWERS ABROAD! 


R.F., GET THIS CODE MESSAGE OUT TO OUR }, RIGHT, 
THAN 300,000 CAPTA/N MARVEL Cc. 


MORE 


CLUB MEMBERS AT ONCE! 


f 


< 


“nN 24 
Age) 
Y 


Mf 


006!-BANG! ! LLA-OOLA 
TAPEET!, MA~OONGA VIG! 


dew _/' 


AT THE OTHER END OF THE WORLD, LANCE O'CASEY CARRIES 
THE NAME OF VIG CEREAL TO REMOTE OUTPOSTS OF THE PACIFIC. 


MARY MARVEL AND CAPT.MARVEL JR. TAKE CARE 
OF THE BOY AND GIRL AUDIENCE. 


REMEMBER, KIDS. EAT 
VIG AND YOU'LL 
GROW UP BiG! 


Why don’t YOU and your product join us in our monthly 
get together with more than 3,000,000* kids from 9 to 99? 


What I, Captain Marvel, Captain Midnight and my other 
pals in the Fawcett Comics Group have done for Vig we can 
do for you (though maybe not as high as 3000%!!) We'll 
give you a cost per reader lower than you ever dreamed 
and a reader intensity higher than you ever dreamed. 


CAPTAIN MARVEL 
ADDS THE FINISHING 
TOUCHES TO THE 
CAMPAIGN // 


YOU'RE TREMENDOUS, MY BOY— TREMENDOUS! 
SALES OF VIG CEREAL HAVE JUMPED 3000 ©, |N48 
HOURS! AND THAT'S ONLY THE BEGINNING ! 
on AND I ARE IN BUSINESS FROM NOW 


What good product in national distribution couldn't sell 
under these conditions? We have some corking case his- 
* tories to show. 


*Lord knows how many secondary readers up and down the 
street till the magazine falls apart—! hear it's 11 per copy! 
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Cole to Direct 
Advertising of 
Can Manufacturers 


Steel Producers to 
Finance Major Drive 
for Package Makers 


New York, July 30.—With the 
appointment of Gordon Cole to the 
newly created post of director of 
advertising, the Can Manufactur- 
ers Institute today moved forward 
another long 
step toward real- 
ization of the 
major industry 
promotion cam- 
paign which was 
first announced 
exclusively in the 
April 5, 1943 is- 
sue of ADVER- 
TISING AGE. 

Mr. Cole, a 
former chairman 
of the Associa- 
tion of National 
Advertisers and 
for the past nine 
years director of advertising for 
Cannon Mills, will assume his new 
duties immediately, and will have 
supervision over all advertising, 
consumer education and postwar 
planning of the Can Manufacturers 
Institute, which includes in_ its 
membership virtually all important 
factors in the industry. 

Although details of the industry- 
wide promotion which the Institute 
will sponsor have not been re- 
vealed, it is known that plans will 
follow closely along the lines out- 
lined by ADVERTISING AGE in April. 

The major portion of the funds 
for the drive, which will include 
large-scale advertising, public re- 
lations and consumer education 
programs, will be supplied by steel 
companies which underwrote the 
intensive two-year consumer analy- 
sis made by the research division 
of the Can Manufacturers Insti- 
tute, under the direction of Dr. Mil- 
ler McClintock. Makers of cans are 
among the most important peace- 
time users of steel, and the steel 
companies therefore have a vital 
interest in maintaining the compe- 
titive position of this type of con- 
tainer. 


B. & B. “Out in Front” 


No official announcement of the 
Institute’s agency has been named, 
but in April, Ferris White, execu- 
tive vice-president of the Institute, 
told ApverTIsInc Ace that Benton 
& Bowles was “way out in front” 
for the agency nomination, and it 
is taken for granted that this 
agency, which has complete plans 
ready to shoot, will garner the ac- 
count. 

The can institute’s research divi- 
sion, during its two years of activ- 
ity under the direction of Dr. Mc- 
Clintock, now president of Mutual 
Broadcasting System, conducted one 
of the most extensive consumer re- 
search and education programs ever 
sponsored by a major industry. 

Included in the exhaustive work 
were studies on cans as a market 
for steel; the function of cans; the 
place of cans in the packaging 
field; propaganda concerning cans 
and canned products; consumer at- 
titudes toward cans, and fundamen- 
tal policies to govern future pro- 
motion. 

The research division was origi- 
nally set up to operate under a 
million dollar budget annually, but 
curtailed its activities sharply for 
the duration of the war after com- 


Gordon Cole 


pleting the studies which results in 
publication, for private distribution, | 
of a detailed analysis of public at- | 
titudes toward cans and canned | 


| fom 


products. Following Dr. McClin- 
tock’s move to Mutual, the division 
marked time for several months and 
finally disintegrated entirely. 


Glass, Contender to Tin 


The problem faced by can manu- 
facturers and producers of steel 
plate is the intense competition of 
substitute and alternate materials 
which have been given a wartime 
impetus and will be aggressive con- 
tenders for postwar packaging busi- 
ness. There are many such substi- 
tutes and alternates, including 
paper and plastics, but the most 
serious is glass. This product, 
which had just entered the lists as 
a serious contender to tin in the 
packaging field during the years 
immediately preceding the war, 
had been getting an estimated 5% 
of the packaging business. Its 
major difficulty then was the cost 
factor, but indications are now that 
glass will be in a much better posi- 


| tion to compete on price after the 


war because of the expansion of 
the industry during the past two 


[| years, and the experience which 


has been thrust upon it by the 
necessity for supplying containers 
to replace impossible-to-get tin. 


June American Press 

ones ° 
Billings Up 48°, 

During June, 1943, national ad- 
vertising billings through the Amer- 
ican Press Association, representa- 
tive of more than half the weekly 
newspapers in the country, showed 
an increase of 48% over the same 
month last year. 

Charles B. Emie, vice-president 
of the group, states that the in- 
crease came from accounts that pre- 
viously never used weekly news- 
papers which has made up a large 
part of the volume used formerly 
by automobile and associated com- 
panies. During June this year 83 
national advertisers used the 
weekly newspapers and placed the 
business through 62 authorized ad- 
vertising agencies. 


Twiss Adds Three 


The House of J. Hayden Twiss, 
New York, has been appointed to 
handle the advertising of Lake Erie 
Engineering Company, Buffalo, 
manufacturer of hydraulic presses; 
Suchar Engineering & Sales Com- 
pany, and Turl Iron & Car Com- 
pany, both of New York. 


Admen in the 


Armed Forces 


Harold A. Patterson, formerly in 
the Chicago office of Crowell-Col- 
lier Publishing Company, has been 
promoted from captain to major in 
the Army air forces. Maj. Patter- 
son is public relations officer at 
Truax Field, Madison, Wis. 

Talbot Patrick, editor and pub- 
lisher on leave from the News- 
Argus, Goldsboro, N. C., who has 
been with the OWI for the past 
year, has resigned to accept a com- 
mission as major in the specialist 
reserve. He expects to be called 
to active service in the near future, 
and after specialized training, go 
overseas in the military government 
service of the Army. 

Max G. Holland, account execu- 
tive and brother of Arthur M. Hol- 
land, owner of Malcolm-Howard 
Advertising Agency, Chicago, has 
joined the Army. He is stationed 
at Camp Callan, Cal., where he is 
serving in the coast artillery. 

Walter Kaner, publicity director 
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of Station WLIB, Brooklyn, has ye, 
ported for active duty at Camp Dix 
assigned to the radio division of the 
Army signal corps. 

William Moore, formerly aq 
producer for William Esty & ¢, 
New York, is a lieutenant (jg) ;, 
the Navy. 7 


Coast Drive Boosts 
C and H Sugar 


California-Hawaiian Suga: (o. 
poration, San Francisco, is sip, 
newspapers, magazines and utdoos 
posters on the Pacific Coast jp . 
campaign for C and H sugar. p,. 
rected to the homemaker, the cam. 
paign emphasizes the patriotic jp. 
portance of canning fruits at hon, 
and is keyed to the line, “be sy. 
it’s pure cane sugar.” 

Leon Livingston Advertising 
Agency, San Francisco, handles the 
account. 


Names Best & Co. 


Kaye - Meyers Company, Ney, 
York, has appointed Frank Best , 
Co., New York, to direct its adver. 
tising. 


Three McGraw-Hill Publications now serv 


FACTS ABOUT 


BY—Robert M. Wood, 
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Economies in paper usage which we have put into effect 
make it possible for us to render these additional services within 
our reduced paper quotas as established by the W. P. B. 
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S red said small stations had been pressed | ‘Dj ; P Ts . BACK ON SHELVES 
. Dix FCC Has Support by the committee to criticize FCC. Philadelphia Record Fire-Protection 
f the . Where the stations have refused,| Booklet Distributed 
of Small Stations, they have been subjected to “sharp| An elaborate booklet, “From the . 
radio t reprimands” from the committee’s| Fighting Fronts,’ has been dis- P| d 
Ce Chairman Fly Says counsel, Eugene L. Garey. tributed by the Philadelphia Rec- er vices aye 
B) in D. C. july 27 The struggle between the com-| ord, listing the careers and present 
. Wie ned PT tee LP ~ age ee ye ngaemne age gn assignments of 132 of the nation’s . . 
mé ; : ar centered on the work 0 S|topnotch forei correspondents. ) 
his battle with the House commit-| Foreign Broadcast _Intelligence The 48-page vane sieo indhaten Up in New rive 
tee investigating the Federal Com-| Service, which reports and analyzes | piographical sketches of the Rec- han the agus aneme 
nun Lg ae me Phare a propaganda broadcasts from abroad. | ord’s own correspondents and spe-| New York, July 28.—With special Phen ase he 
. Fly insisted at his press conterence| Mr. Fly praised the work of FBIS| cja) war writers. emphasis on little-known services Lect ea pe ed 
Or. yesterday. ; in getting the news first of the The booklet was prepared for|and benefits to home owners who oan 
USing Mr. Fly, one of whose favorite| ouster of Premier Benito Mussolini. | release in connection with a dinner| have fire insurance. the National _ tiny ot he eh ome pea be pe 
‘doo roles is 8 “ ome — oe Due to FBI’s “splendid work,” gov-| honoring foreign correspondents. It} Board of Fire Underwriters has sandal tm temmestoantieaill 
mi smaller outlets, stressed e = ernment agencies were apprised of was attended by government offt-| initiated a new campaign which in- tea aindaeaianiaiieheds weal 
ls ance of the smaller stations in the| geyelopments ahead of other gov- cials, members of the armed forces} .jydes national magazines, reprints wow om, yout Grower wil be ae 1 sy — 
cam-@ bulwark of FCC. He read report-| ernment news services or the press| and ‘representatives of major news ts and wall posters “Ye, Male hey oh er, bg 
C im. ers excerpts from a letter written] accociations. services newspaper mats and wall posters 
home, to him by a small station owner Le : re Be ay —" yo pecans for dis- SUENHAM AND MONAILL COMPANY Periand, Maine 
sur } ; i ‘“ i ribution to the public. r peers 
4 die giy —yheng-y ao Expands Car Card Copy : Previous edeartiain of the board, | * Gaale aw ‘ 
commission has done more to pro Pelkus in New Post ‘ | g 
“Using tect them than anything else.” Noting a faster rate of increase in which includes more than 200 in- ; 
es the In fact, Mr. Fly continued, FCC} sales in New York City than in William R. Pelkus has been ap-/surance companies, has had al, 5 
is the small stations’ “best guaran-| other sections following the addi-| pointed assistant to Eldridge|strong war tie-up, while the new| § fh 
tee of fair treatment in the indus-|tion of transit advertising to its} Haynes, president and publisher of} drive, using the same list of maga- eee a BEANS 
try.” Last week Mr. Fly modestly| regular media, Wildroot Company,| Modern Industry, New York. Mr.| zines, will tell an over-all protec- . 
noted that the commission’s net-| Buffalo, has contracted for transit} Pelkus served for 11 years with|tion story. Its purpose is to in- Following a virtual stoppage of produc- 
Ney work rules have been termed aj advertising in Philadelphia, Cleve-| Parents’ Magazine, rising to the post| form the public more clearly about tien of its beked beens lest fell when 
3est | Magna Charta for stations. land and Chicago, according to|of general manager. For the last what insurance does for individuals, tin conteiners, closures end rubber seals 
adver. Regarding the Cox committee,|J. Ward Maurer, advertising and|four years he has been circulation| with more specific information on} fo, glass jars became scarce, Burnham & 
which is now in recess, Mr. Fly| merchandising manager. director of Newsweek. extra services provided by the com-| Morrill Co. is currently running this copy 


in newspapers as distribution is stepped 
up. The company began full production 
in June following improved container 
situation, when it used grocery journals 
to advise the trade of its resumption of 


production. Chas. W. Hoyt Co., New 
- York, is the agency. 
re) iati Ind 
20,000,000,000 A cae. 
‘véthe $ * \ viation Industry... aT 
headed “How Little-Known Safe- 
guards Protect the Home You 


wan 


to meet the expanding needs 
of the war...and the peace 


O* THE SOUND base of information we have 


AIR TRANSPORT —t© serve the highly specialized needs 


Can’t Replace Today,” brings out 
these facts which will be used re- 
peatedly in subsequent copy: the 
extra services have reduced aver- 
age insurance rates 40%, and yet 
profits have averaged only a 2 2/3% 
out of each premium dollar. Copy, 
signed by “Your fire insurance 
agent,” describes such “extras” as 
the services of fire prevention en- 
gineers who help municipal au- 
thorities; arson fighters, a kind of 
little FBI which tracks down fire 
bugs and helps win conviction of an 
average 400 each year; and the 
scientists of underwriters’ labora- 
tories who test thousands of prod- 
ucts for fire hazards. 

“In 30 years, such services as 
these have reduced both the rate of 
fire loss and the average cost of fire 
insurance by more than 40%,” the 
public is told. “Out of each pre- 
mium dollar, 97 1/3% on the average 
has been applied to the payment of 
policyholders’ losses, taxes and 
other necessary costs of operation. 
Only 2 2/3% has remained as 
‘profit—to strengthen the compa- 
nies’ ability to pay unusually heavy 


: f the air carrier. To promote the sound development of losses should they occur in the 
ped It one of the greatest ° ; ar sea future.” 
develo and built o g war and post-war air transport by aiding and guiding all A coupon offers readers free 


industries the world has ever seen. Today we 
use it for war. Tomorrow we hope to use its 


limitless potentialities in peace. 


The importance of planning now toward the 


full development of our aviation future is rec- 
ognized by all thinking men of the industry. 


Now a complete Information Service 
to meet Aviation’s expanding needs 
of War and Post-War 


AVIATION —America’s oldest aeronautical magazine, has 
served as the authoritative channel of communication for 
the industry through the years of growth that culminated 
in the recent great expansion. AVIATION will continue 
to serve its 40,000 paid subscribers in all branches of the 


concerned with the progress of this fastest-growing medium 
of passenger, cargo, mail and express transportation. 


The audience of these three McGraw-Hill 
publications (manufacturers, operators, mili- 


tary, legislators, policy-makers and financial 


industry—the designers, engineers and builders of, and 


air supremacy. 


the men who operate, merchandise and maintain our 


AVIATION NEWS ~—t° fill the need for a high-speed, 


tion industry. 


men) represents the most potent buying in- 
fluence in the country today ... and the group 
that will mold the future of U. S. aviation. 


Through the intensive and specialized cov- 
erage of these aviation publications your ad- 
vertising messages will more effectively influ- 
ence the executives of each branch of the avia- 


YOUR COPY of a 12-page booklet that tells the 


copies of a new booklet, “42 Ways 
to Prevent Fires.” Other advertise- 
ments in the series will offer a re- 
vised, up-to-date printing of an- 
other booklet, “The Declining Cost 
of Fire Insurance.” 

Cost of the advertising and other 
promotion is included in the assess- 
ment levied against individual com- 
pany members by the board. 

The campaign includes black and 
white pages in The Saturday Eve- 
ning Post on a once-a-month basis 
and less frequently in Business 
Week, Credit and Financial Man- 
agement, Nation’s Business and 
Successful Farming. Smaller mats 
of the advertisements are supplied 
agents for local use in newspapers. 

MacFarland, Aveyard & Co., Chi- 
cago, handles the account. 


Shifts Personnel 


Corlis Wilber, program  super- 
visor with Compton Advertising, 
New York, has been promoted to 
head of all daytime radio programs. 
Joan Geddes, publicity director, has 
been appointed to take over the post 
vacated by Miss Wilber, while 
Lillian Schoén becomes publicity 


authoritative, compact news package for those key execu- 
tives who must keep pace with swift-moving aviation 
events and their significance. 


whole story of these 3 magazines is waiting. Arequest 
on your letterhead will bring it promptly. Address 
Aviation Publishing Div., McGraw-Hill Company. 


| director. 


BR WNE 


i “No Burton Browne client 
_ i@s a competitor with 
_ better advertising” 


McGRAW-HILL PUBLISHING COMPANY, INC. 
330 West 42nd Street, New York, N. Y. 


REPRESENTATIVES: NEW YORK—R. F. Boger, 330 West 42nd St.» BOSTON—R. F. Boger, 1427 Statler Bidg. « PHILADELPHIA—G. A. Ahrens, 

16 S. Broad Street » CLEVELAND—A. H. Bartsch, 1510 Hanna Bidg. » DETROIT—C. W. Evaul, 2-144 General Motors Bldg. « CHICAGO—A. B. 

Martin, 520 N. Michigan Ave. + ATLANTA—Ralph Mauitsby, 1011 Rhodes-Hoverty Bidg. - LOS ANGELES—Roy N. Phelan, 601 W. Fifth St. 
SAN FRANCISCO—John Otterson, 68 Post Street 
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Politics Versus Economics 


The position of the free enter-, 


prise system in the postwar world 
will depend largely on the kind of 
economy the country desires. And 
because those who work are large 
in numbers and important from the 
standpoint of votes, their views on 
how to get an equitable distribution 
of the national income are not to be 
lightly dismissed. The prime ques- 
tion is whether conditions in the 
future will be determined largely 
by political action, or whether the 
economic program which has been 
typical of American development 
can be continued without undue in- 
terference from government. 

The position of the wage earner, 
from the standpoint of income, has 
greatly improved during recent 
years, and the tendency, even 
among business men, has been to 


give credit largely to political ac-| 


tion for this result. But actually 
the improvement, though accele- 
rated by the war, has been in evi- 
dence for more than a quarter of a 
century. During that entire period 
the worker has _ benefited both 
through increased wages and lower 
prices. 

Thus for more than a generation 


|ically and convincingly. 


| fact 


more goods for the same number of 


" 


dollars. That this has been the re- | 
sult of industrial efficiency, through | 
constant improvement in machines | 
and methods, there is no reason to 
doubt. Industry has produced more, | 
and has shared the results of in- 
creased production with the worker 
through increased wages, and with 
the consumer through lowered 
prices. 

A chart recently prepared by 
Macfadden Women’s Group, based 
on figures of the Bureau of Labor 
Statistics presents these facts graph- 
It shows 
that since 1919 wages have steadily 
risen, while the cost of living has 
declined. In 1929, wages had risen 
17 points above 1919, and the cost 
of living had declined one point. 
Both curves had a deep dip during 
the depression, but with 1933 the 
trend was resumed—wages outrun- 
ning the cost of living by a wide 
margin. Today the cost of living is 
100, on the basis of the 1919 index, 
while wages have increased to 177! 

The acceleration of the trend due 
to the war should not obscure the 
that modern industrial 


| 
| 


ficiency 


ANIMATED DISPLAY TAKES OVER 


—Electrical Merchandising 


"Yes, this is the electric light company—we just rented our display space for 


the duration.” 


Ad-li 


Part-Time Help 
One of the best “institutional” ad- 


vertisements we’ve seen in a long| 


time was placed in the Rochester, 
Minn., newspaper a couple of days 
ago by Reid, Murdoch & Co. It was 
a “thank you” note addressed to the 
part-time workers of the commu- 
nity who helped the canner harvest 
and pack its pea crop. Paying 
tribute to the part-time workers, it 
listed several hundred of them by 
name, along with their regular oc- 
cupations—and the list is a real in- 
dex of democratic America. Among 
those who pitched in on the pea 
harvesting and canning were the 
county superintendent of schools, a 
minister, scores from the Mayo 
Clinic and the numerous local hos- 
pitals, farmers, merchants, soldiers, 
bankers, business men. 


Still in Reverse 

Although it’s getting more and 
more common, we never cease to 
find something provocative about 
advertising which urges people not 
to buy. For example, Nebraska 
Clothing Company used 560 lines in 
the Omaha World-Herald the other 


day to show a tie and a pilot, an1| 
| to ask: 


“What’s more important— 
a new tie... or a plane for him?” 
Answering it’s own question, it 
went on: “The answer, of course, 
is a plane. Ask yourself this ques- 
tion when you are about to buy a 
tie—or any merchandise in our 
store this week. We suggest that 


ef-|instead of buying something for| °°" DB ie 
is the basis of increased| yourself, you help buy that plane| rationing, Ole finds it mighty dif- 


wages have consistently outrun the | production, and that both workers | bY buying more and more wa 
cost of living, which means that|and consumers have shared in the |>0nds and stamps. 


the worker has not only received) larger production of wealth. 


more dollars, but has 


purchased ' tics has had very little to do with it. 


Poli- | 


| 
! 


Rationing and Advertised | 


Brands 


The period of rationing of many 
products of general consumption 
has provided an ideal test of adver- 
tised products. During the period 
when ration points as well as 
money have been involved in the 
purchase of many necessities, the 
public has had to make important 
decisions in selecting products rep- 
resenting maximum value for the 
double investment required. 

What has happened is not only 
added proof that for the consumer 
the advertised and tested brand is 
the best evidence of quality, but 
that such a brand is in itself a 
grade label which is demanded as 
added assurance of value and ulti- 
mate satisfaction. 

The A. C. Nielsen Company, 
world famous market research or- 
ganization, has 
study of the 


recently made a 
results of rationing 
products in the food 
and grocery field. Under rationing 
17 of these products have improved 
their relative position in the mar- 
ket, gaining a larger share of the 


for 20 major 


available business. For the whole 
group the average percentage of 
total sales in their classifications 
has increased from 36 to 3812%, a 
gain of nearly 7%! Advertised 
brands of coffee gained more pro- 
portionately than those in other 
fields, increasing their share of the 
market by about 10%. 

There may be some modifying 
factors which would explain part 
of this remarkable record, such as 
the fact that independent stores 
have improved their position with 
the consumer during the rationing 
period, since they normally feature 
advertised brands as compared with 
chain stores. But the principal ex- 
planation, and one which should 
have significance ‘for those who are 
concerned with the possibility of 
compulsory grade labeling, is that 
the public has consistently shown a 
marked preference for advertised 
brands when quality has been the 
main consideration. Those brands 
in themselves have become the con- 
sumer’s standard of quality. 


| The World Calendar 


We have beey interested for 
some time in the efforts of World 
Calendar Association to modernize 
the existing calendar so as to elimi- 


nate the inconsistencies and incon- | 


veniences which are inherent in the 


| Gregorian system of measuring the 


passage of days and months. The 
proposed world calendar would 
have four equal quarters, each com- 


|prising 91 days, with New Year’s 
| Day appearing as an extra Saturday 


with no date, and the same apply- 
ing to Leap Year Day. Each quar- 
ter of the year 
Sunday and each would end on 
Saturday; each would contain three 
months and exactly 13 weeks. The 
first month of each quarter would 
have 31 days, and all other months 


would begin on} 


bbing 


least of whom would be advertising 
men. Closing dates of magazines 
and newspapers would be inviol- 
ably fixed and would never have 
to be adjusted to take care of vary- 
ing breaks in the working week; 
March would cease to crowd on the 
heels of tiny February; one quarter 
would be exactly the same as the 
other, etc., etc. 

Manufacturers of calendars are 
probably not too impressed with 
| the proposed device, because with it 
calendars issued in 1945 would be 
just as useful ten years later; there 
would be no change in them. But 
manufacturers of calendars are re- 
sourceful enough, no doubt, to solve 
this slight problem for themselves. 

As for the rest of us, the new cal- 
endar seems like a useful, sensible, 
helpful change. If you’re interested 
in further details, get in touch with 
the World Calendar Association, 
630 Fifth Avenue, New York, 20. 


Touchback 


Duly impressed by the excellent 
job advertising has done in recruit- 
ing support for various government 
campaigns, Ole Haugsrud of Du- 
luth, Minn., formerly owner of the 
Duluth Eskimos football team, and 
for several years talent scout for 
Coach Steve Owen of the New York 
Giants, is using space in several 
newspapers in strategic spots 
throughout the country to uncover 
bone-crushers who know how to 
| play the game. 

Hamstrung by gasoline and tire 


| ficult to do any personal scouting 
| this year and so he’s using copy set 


|in heavy type crying, “Football 
| players wanted! Play football and 
| work in defense plants on week 


days! Earn big money!” So far he 
has received nearly 100 responses 
and he has_ sent contracts to 
|about 15. 

| Although Ole pins his hopes on 
| the high school and college coaches 
| who are out of a job because of 
curtailed programs, we feel im- 
pelled to recommend three female 
bruisers who are currently ham- 
|mering rivets in a New Jersey air- 
craft plant. 


| Jottings 

| Lots of moderns are finding that 
'the obsolete street car, like the 
‘equally obsolete railroad, has its 


place in time of war. The Boston 
Post, for example, has found that 


| papers can be distributed to out- 
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Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies. sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2206. New Circulation and 
Market Data. 


The Los Angeles Times has is- 
sued this folder containing new 
market information on the Los An- 
geles area, including population in- 
creases, the number of women in 
war industries, per capita income, 
‘department store sales and other 
details. Circulation of Los Angeles 
|newspapers is compared with that 
of 1942. 


'No. 2207. Democratic Leadership 


in Total War. 


In this booklet, Time _ reprints 
verbatim a speech made by Edward 
L. Bernays, public relations coun- 
sel, in which he names 25 of the 
“most influential leaders of the 
country.” Widened margins on 
several pages of the booklet repro- 
duce the pictures of these 25, with 
the information that 22 of them are 
|regular readers of the magazine. 
|No. 2208. KLZ Coverage, Circula- 
tion, Market Facts. 


Market data tabulations in this 
folder, issued by Station KLZ, are 
broken down by states and coun- 


_ ties, and include population, radio 


| 


homes, effective buying income and 
|retail, food and drug sales. Day- 
|time and nighttime listening area 
maps are included. 


No. 2209. What More Can We Do? 


Screen Broadcasts has issued this 
folder, which describes one of the 
|series of theater campaigns it is 
|distributing in cooperation § with 
|such government agencies as OCD, 
| OPA, Public Health, etc., and which 
|are available for national, sectional 


'or local sponsorship. 


| No. 2210. 


Following the Market. 
Nation’s Business has issued this 
| booklet, which contains a record of 
| the publication’s circulation, 1916- 
| 1943, shows how it has been af- 
'fected by business activity and de- 
| pression, and describes the current 
| attempt to go against the trend of 
|expanding business activity in or- 
|der to meet paper restrictions. 


No, 2129. Memphis Grocery Sales 
Records. 
| This is a 12-month record of 


actual consumer sales of 27 classi- 


fications of food products—565 sizes 
of 330 different brands—in Mem- 
phis, Tenn., issued by the Commer- 
‘cial Appeal and Memphis Press- 
Scimitar. Tables list the brand 
standings, comparison of sizes sold 
and percent of unit sales over the 
|12-month period, and graphs pic- 
|}ture the seasonal trend in ea 
| classification. 


No. 2161. Nippon—America’s Most 
Dangerous Enemy. 

The New York Mirror has issued 
| this brochure, reprinting a series 0! 
|articles which have appeared in i! 
| columns, written by corresponden' 
| who have lived and worked amor 
| the Japanese. Gathered together 
convenient form for closer stud): 


would have 30 days, so that there/lying points by means of special| this material should help to disp 


would be 26 working days in each|runs between midnight and 4 a. m..,| considerable 


misinformation an 


month, with the first month in each|thus saving a lot of gasoline and misunderstanding about the m« 


quarter having 5 Sundays and the 
remaining months 4. As the system 
works out, each month-date would 
always fall on the same weekday. 
For example, if Aug. 4 were Satur- 
day in the proposed world calendar 
(as it is) Aug. 4 would always be 
Saturday, from now until the end of 
time; Dec. 25 would always be 
Monday; Jan. 1 
Sunday. 

The calendar is so simple and so 
practical that it should be of tre- 
mendous help to everyone, not 


would always be| 


tires. A few days’ experiment 


proved the idea feasible enough so | 


that the Globe is making joint use 
of the facilities. . . 

Things we didn’t know till now: 
Among all occupations, farm field 
work headed the fatality list during 
1941, with 18,500 farmers dying 
accidental deaths out of a total of 
102,500. These and other facts are 
included in a new book, “Safety for 
the Farm and Home Front,” written 
by T. A. Erickson, and published by 
General Mills. . . 


| tives, strength and weaknesses 0! 


our enemy in the Pacific. 


|No. 2191. 1933-1943 Souvenir. 


Called “An address on the occa- 
sion of the 10th anniversary of tl! 
United States News, by the Hono! 
|able Cornelius Drumwagon,” th 
illustrated brochure goes back fi 
|a look at the milestones along th: 
path of the publication’s career. 
record of its publishing formul 
circulation and readership are di 
| cussed. 


| 
| 
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Who are the 


handful of Philadelphians 


General Washington would turn to today? 


It was the critical winter of 1780... With his troops unpaid, half-clad, half-frozen, ready to de- 
sert—General Washington sent an urgent appeal to a small group of Philadelphia leaders. How 
they met that call—how Thomas Paine, Robert Morris, Haym Salomon, and Blair McCleneghan 
raised the money and saved the revolution—is history now. ° 


But to whom would George Washington turn in Philadelphia today? Who are the Philadelphians 
with the greatest influence, the positions of leadership —the people other people listen to? 


R AN OBJECTIVE ANSWER, [IME turned to 
Aitkin-Kynett, top-flight Philadelphia 
agency — asked them to name the most impor- 
tant people in Philadelphia now. 
Aitkin-Kynett named 750—and then asked 
these top-flight people—by mail and by telephone 
—to name the magazines they read regularly— 
to name their first and second choice magazines. 


: 


Here is what Aitkin-Kynett found: 
Of the 400 top Philadelphians who replied, 
1. More than 50% read Time! 


2. More of them read TIME than read any other 
magazine—no matter how large its circulation. 


3. TIME is so much their favorite that they give 
TIME twice as many votes for first place as any 
other magazine! 


BOSTON 


The way to reach top people everywhere 


1 ¥ 


As Philadelphia goes, so goes the nation. For 
similar surveys in other cities (to be reported 
later) are showing similar results. 


And from coast to coast, group after group of 
national leaders—corporation officers, members 
of Congress, college presidents, men and women 
listed in Who’s Who (and 31 other groups of 
America’s top people) all vote Time America’s 
most important magazine.” 

x * * 
‘THE IMPACT OF MEN like these on American life 
—the impact of their actions, ideas, buying pref- 
erences on thousands of other men—is beyond 
measuring. 

And by their own say-so, the way to reach 
them is through the pages of TIME. 


*ad-less Reader's Digest excluded 
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WCETT WOMEN'S! 


BROADWAY, NEW YORK 18, N. Y. catcaco - tof 


Pte cal 


ewe have * tendency to rhink of the postw at 
Me market as made UP of the same people as the 
: prew ar market: This 1s pot true: 
«A new generation 15 coming, up fast Ic has 
“ young more daring ;deas, 4 jot of verve and 
. plenty of interest sn things: 
«The millions of met pack from the Wats and 
i the girls who waited for them, represent a 
| large pat of the puying public: They, ev" 
4 jess than the others, wilh 10ot be nog-tied by 
cradition- In fact they ™Y want to divorce 
| the past sO completely that they may 8° ber- 
” serk doing it.” 
) . «What will the Postwa Consumer want?” by Donald Dailey> 
al june, 1943 issue ‘“ Advertising & Selling’ - 
oo ey 4 apie Prt ses 


FROU 


LOSENGELES - SAN FRANCISCO 


% TRUE CONFESSIONS 
%* ROMANTIC STORY 
* MOTION PICTURE 
%& MOVIE STORY 


4: 

<i 

. & : 

" 7 é 

; wull 

pAWCETT WOMEN'S GROUP 7 
with its 4,454,329 circulation reaches more of , 

these vibrant, “new generation folk than any ft 

other W omas's magazine of Magazine Group: 4 

«publisher ; estimate for September 1943 #ssHe tes 

aii: Z 
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Industry Warns 
of Runaway 
Inflation Peril 


New York, July 27.—American 
manufacturers and business men, 
believing the inflation problem has 
not been faced frankly nor has the 
public been given the facts of the 
situation, today urged three posi- 
tive steps of action to reduce the 
“inflationary gap.” 

The current issue of “Industry’s 
View,” published by the National 
Association of Manufacturers, re- 
views the “piece-meal approach” to 


BOOKLET MAILED TO 
EXECUTIVES ON REQUEST 


WILLIAM 
BALSAM 


540 N. MICHIGAN - CHICAGO - 7819 


that “price controls and regulations 


safety valve” and that “they do not | 
crease in the money supply.” 


the postwar period, ‘“Industry’s 
View” recommends the following 
preventive measures: 


Lists Recommendations 


“1. Greatly increased taxes, es- 
pecially sales taxes, should be 


corporate income and on the upper 
brackets of personal income have 
been already pushed to the maxi- 
mum limit. 

“2. The banks should be relieved 
as far as possible of the necessity 
of financing war deficits because 
such financing tends to fan the 
flame of inflation. The sale of 
bonds to private investors must be 
increased by voluntary methods as 
far as possible—by compulsion, if 
necessary. 

“3. Wages must be stabilized be- 
cause increases in wages start an up- 


ward spiral of rising prices. In- 
| creased wages tend to increase costs 
and increased costs lead to higher 
prices which in turn creates a de- 
'mand for further wage increases.’ 
The publication declared that war 


reduce the explosive forces that are| increased money 
being generated through steady in-| prosperity, our standard of living 
;not only does not rise, but on the 

Warning that the most serious re-| contrary, falls. 
sults of inflation usually come in| tween the spendable income going 


} 


adopted immediately. The rates on | 


the control of prices and wages for| prosperity is a “phony” prosperity, 
the past two years and concludes | adding that “the sooner we face this 


fact the sooner we’ll realize the real 


are merely an attempt to sit on the | nature of wartime inflation. 


“In spite of full employment and 
income in wat! 
The difference be- 


to individuals and the supply of 
goods and services available is com- 


| monly referred to as the ‘inflation- 


ary gap.’ This inflationary gap has 
been constantly widening since 
1940 and, according to a recent es- 
timate of the Department of Com- 
merce, will be more than 40 billion 
dollars in 1943. If the workers of 
the country fully realized that a 
runaway inflation. would wipe out 
any gains in purchasing power 
through increased money wages 
and would endanger their life sav- 
ings as well, they might forego 
wage increases, accept higher taxes 
and buy more war bonds. 

“But the government has failed 
to bring home to the people the 
necessity for ‘drawing off’ the ex- 
cess purchasing power, both in 
dealing with labor and its campaign 
designed to promote the sale of war 
bonds to individuals. Practically no 
effort has been made to show the 
people why the sale of government 
bonds to the banks, rather than to 
individuals, is inflationary. 

“While it is conceivable that we 


JUNE NEWSPAPER LINAGE 


Advertising Age, August ” 1943 


ee 
GAIN AND LOSS PERCENTAGES - 52 CITIES ‘es 
JUNE 1943 - 1942 Loss GAIN 
CLASSIFICATIONS 10 t) 10 20 30 «0 50 
Rerau 1.6% 
Generar 42.2 
AUTOMOTIVE 21.2 
Fimanciay 3.4 
Tora. Disevay 9.9 
CuassirieD 42.2 
TOTAL ADVERTISING 16.7 
Deraxtent Stores 2.3 
JANUARY 1 ~ JUNE 30, 1943 + 1942 
RETAIL 1.6 
General 24.3 
AUTOMOTIVE 20.6 
FINANCIAL 6.3 
Torau Disecay 6.4 
Cuassirico 30.2 
TOTAL ADVERT! SING 41.3 
Derartmenr Srores 4.3 
10 i) 10 20 30 40 50 


Media Records’ measurement of newspapers in 52 cities shows financial js 
the only classification on the minus side of the ledger for June as compared 
with the same month a year ago, as well as for the Jan. |-June 30 period. 
Classified in June dropped slightly below its May record, but gained 42.2%, 


over June 


last year. 


may develop a rigid system of price 
ceilings, a policy of ‘rolling back’ 


Flying in years. 1 Is 
of the ‘musts’ for ev 


No. 1 


With a circu 
a million, 
most influential, 
aeronautical publication 


IN A SERIES OF 


ay haven’ 
the one av 
Frankly, 1 thin 
ery aeronautical ex 


lation of nearly o quarter of 
FLYING is the largest selling, 
in the world. oo 


ADVERTISEMENTS 


SHOWING 


PRESIDENT, 


¢ missed an issue of 
tation magazine i 


k Flying is wage 
ve. 


PENNSYLV ANIA-CENTRAL AIRLINES 


FLYING'S 


DISTINGUISHED 


READERSHIP 


prices on products and subsidizing 
the producers, it will be difficult 
to retain any or all of these in the 
postwar period. Then, runaway 
prices may wipe out all assets and 
savings,” the publication concluded 


Bristol-Myers 
Adopts Simple 
Vitalis Container 


New York, July 28.—In order 1 
obviate the necessity of a costly and 
troublesome repackaging job when- 
ever shortages of materials cause a 
change in formula, Bristol-Myers 
Company has adopted an unusually 
simple shipping container for Vi- 
talis, with each package containing 
a “Wartime Vitalis Sticker’ bear- 
ing the product’s formula. 

For many years the company has 
used a package which was im- 
printed with the Vitalis formula, in 
addition to a label on the bottle it- 
self giving a breakdown of the in- 
gredients. This obviously resulted 
in wastage of material and man- 
power when certain unavoidable 
changes in Vitalis became necessary 
and meant reprinting of labels and 
ordering of new cartons. 

Since the original cartons had to 
be ordered in quantities some time 
ahead of actual production of the 
finished product, these became 
practically useless when the im- 
print of the formula on the cartons 
did not coincide with the actual 
change in Vitalis. The simplified 
container bears no printed matter 
other than “Vitalis shipping con- 
tainer, remove for sales display.” 
In the event further changes in the 
formula become necessary, _ the 
company need only print new stick- 
ers. Pedlar & Ryan handles the 
account. 


Mrs. McKay Retires 


Mrs. W. R. McKay, president and 
publisher of The Sun, Vancouver, 
B. C., has retired as head of the 
newspaper, and Donald Cromie 
general manager, has _ been 
pointed to succeed her. She wil 
continue as a member of the board 
of directors. 


ANOTHER 
SALES SUCCESS! 


A packaged food advertised 
exclusively in the Courier 
Express in Buffalo ranked 2 
to 1 in distribution over any 
competing brand—and better 
than 5 to 1 in volume of 
sales. 


From a recent survey. 

Buffalo 

COURIER 
EXPRESS 


Only Morning and Sunday 
Newspaper in Buffalo 
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DANIEL W. ASHLEY, VICE PRESIDENT IN CHARGE OF ADVERTISING 
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Public Relations 
Copy to Continue 


for Burlington 


Travel Appeals ‘Out’, 
But Railroad Steps 
Up Ad Budget 


Chicago, July 28.—The Burling- 
ton Route went forward with plans 
this week to continue through the 
remainder of the year a newspaper 
and national magazine advertising 
campaign already credited with do- 
ing an outstanding public relations 
job. 

Freight business of the road, the 
Chicago, Burlington & Quincy, has 
soared since the war broke out and 
it expects substantially to exceed 
last year’s passenger traffic—which 
approached the peak year of 1920. 
With all the business it can handle, 
the Burlington, in company with all 
other war-busy carriers, has been 
forced to drop its peacetime pro- 
motion of travel on its famous 
Zephyrs, but it has not only main- 
tained advertising but has stepped 
up its appropriation in space be- 
yond normal years. 

The campaign launched last 
April by the Burlington was de- 
signed to give a prominent role to 
its friends in the freight business 
and to keep its name before the 
public without inspiring any un- 


necessary travel. Sales appeals are 
entirely lacking, unless one con- 
siders the long-range effect of the 
slogan repeated in all advertise- 
ments, “An essential link in trans- 
continental transportation,” and 
constant repetition of the fact that 
the Burlington serves 22 principal 
“gateways” in the country and has 
over 200 interchange points where 
freight cars are switched from one 
railroad to another. 


Using 172 Newspapers 


The series of 4-column by 200- 
line newspaper advertisements has 
been appearing in a total of 172 pa- 
pers, of which 112 are published in 
terminal or on-line cities. The re- 
maining 60 newspapers are located 
in major cities from coast to coast, 
and are on the list to help Burling- 
ton retain recognition for the post- 
war period. In addition, full pages 
are used on a staggered schedule in 
American Magazine, Better Homes 
& Gardens, Business Week, Cosmo- 
politan, Grade Teacher, Instructor, 
National Geographic, Nation’s Busi- 
ness, NEA Journal, Newsweek, The 
Saturday Evening Post, Scholastic, 
and United States News. 

The Burlington made a special hit 
with one of the newspaper adver- 
tisements which, using a number of 
variations in the illustration, in- 
geniously brought in freight cars of 
more than 100 other railroads. Frorh 
the production standpoint, the 
single advertisement represented a 
difficult task. The different varia- 
tions had to appear in newspapers 
of the right cities, and illustrations 
of the many cars had to be correct 
in detail. But spontaneous, favor- 
able comment quickly showed that 
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continued by the —— Route, Chicago. 
prominent attention in t 
a sales appeal, emphasizes the slogan, 


of the successful newspaper ebeiiieneste 3 in the series to be 

Freight cars of other lines get 
At right, passenger copy without 
“An essential link in transcontinental 
transportation." 


e copy at the left. 


the advertisement had 


unusual 
riers. 


interest among the car- 
Officials of one railroad in| newspaper. 
New York, for instance, would see 
the freight car of a competitor in a 
daily there and then, in a few days, 


Capron, 


attracted | would see his own line depicted in 
the same train, but in a different 


In discussing the campaign L. R. 
Burlington vice-president 
in charge of traffic, said that the 
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New York Times ,— 
Chicago Tribune —~ 
Philadelphia Bulletin 
Detroit News 

Milwaukee Journal —~ - 
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These Days- kvery A Sched ule 
a sheald include the 


Omaha World-Herald 


Enables You to Dominate One of the Richest Markets 


NOW AT THE HEIGHT 


The Omaha World-Herald is being 


included in a whale of a lot of “A” 


schedules these 


and “per farm!” 
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come for 1942 


days 
area is one of the richest 


Nebraska's 
was 60% 
previous 
Omaha bank clearing gains are 


—hecause 
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year! 


among the highest in the na- 
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FAMILIES IN ALL 93 NEBRASKA 


COUNTIES... AND 10 IN IOWA. 


COVERAGE? 
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oe +b] 
per home 


Best! 97% 
coverage of the metropolitan Omaha 
43% coverage in all 93 Ne- 


184,737 


OF ITS BUYING POWER 


braska counties, plus 10 Southwestern 
lowa counties. 


= INFLUENCE IN ITS MARKET? 
Outstanding! It was the Omaha 
World-Herald that originated and 


“put over” Nebraska’s famous scrap 
drive that later became the pattern 
for the nation. This activity won for 
the Omaha World-Herald the famed 


Pulitzer Prize! 


Likewise—it can help you “sell” 
your story to these thousands of rich 
city-town-farm homes. 
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New York—Chicago—Los Angeles—San Francisco 


Advertising Age, August 2, 1943 


simplicity of the theme in the fina] 
form, and its unusual treat ent. 
had registered favorably with the 
public and other roads. 

“Almost everyone who has bee, 
held up at a grade crossing or who 
has observed a long line of cars jp 
a freight train has noted the nym. 
ber of off-line cars in such a cop. 
sist,” he said. “This has bee, 
especially true during the war emer. 
gency because, after all, the rajj. 
roads with their fine team work 
have been, to all purposes, a ingle 
national system. These Cars are 
switched from one railroad to ap. 
other to get them to their destina. 
tion as soon as possible, especially 
if the content is in the category of 
war products. 

“The Burlington Lines, because 
of their midwest location, have a]. 
ways been a vital link in transcop. 
tinental operation. It is quite eyj. 
dent that this favorable locatiop 
geographically has become of much 
greater importance and additiona] 
advantage due to our war activi- 
ties. Hence, so many different raijj- 
roads are represented in a Burling. 
ton freight consist. We felt the 
public would like to know this, and 
the advertising, both in illustration 
and text, has been informative op 
that score.” 

A map repeated in all the Bur. 
lington ads visualizes its role as 
“an essential link in transcontinen- 
tal transportation,” by showing al] 
Burlington routes and those of other 
railroads over which vital war ma- 
terials and equipment are moved. 


Uses 55 Variations 


To date, the newspaper series ha; 
included seven basic forms of ad- 
vertisements with 55 variations in 
illustration or text. Typical of the 
type in which changes are necessary; 
is the advertisement discussing 
passenger travel. A young girl in 
this illustration asks why her ticket 
isn’t a long one, like the man’s 
across the aisle; and the conducto: 
volunteers the explanation that she 
and her mother are going from Chi- 
cago to Denver on the Burlingto: 
Zephyr while the man will continu 
via other trains, to Salt Lake City 
San Francisco and Los Angeles 
Copy appearing in the various 
newspapers across the country is 
changed to conform to each locality 
All advertisements give this persua- 
sive answer to the question of why 
so many people are on the same 
Zephyr: “It’s because the Burling- 
ton is a natural link between rail- 
roads of the North, East, South and 
West. People just naturally find it 
convenient to use the Burlington 
And, with our fleet of fine passenge 
trains, headed by 14 Diesel-powered 
Zephyrs, they find it mighty pleas- 
ant, too. At least, that’s what the) 
tell us.” 

Conclusive proof of the broad- 
gauged character of the series is 
contained in letters voluntarily sen! 
the Burlington Route by freight! 
traffic managers of other roads. On 
wrote that “I want to extend to you 
my sincere appreciation for select- 
ing our railroad to receive honor- 
able mention in your advertising 
It is indeed gratifying to see hov 
good friends get together. 
Others commended the road fo: 
presenting the entire industry 
wartime “united front” in a manne! 
the public can understand. 

Reincke-Ellis-Younggreen & Finn 
Chicago, handles the account 
Joseph H. Finn is account executive 
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serving Uncle Sam and war 
industries. 


MILLERS FALLS PAPER COMPA? 
MILLERS FALLS, MASSACHUSET 
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god Of course the audience of outdoor advertising is the travel is alive with purchasing power and it’s there for you 
= audience you can see. to reach every day, day after day, week after week, month 
ngton It consists of those milling people who cram our busy after month. 
senge 
wered streets, fill shops and department stores, pack hotels, Natural advertising attributes of size, color, market 
dleas- 
t t hey restaurants and theatres. coverage and market penetration and the all-important 
broad- You see them every day. No matter where you go, you feature of constant repetition help you impress your war- 
see can’t miss those other folks who have to go outdoors every time sales, editorial or institutional message on the people 
ireign day to work, to shop, to enjoy social relaxation and enter- you want to reach at a time when they are receptive to 
so you tainment in the same manner you do. advertising impression. 
seiect- 
honor- So when we mention the tremendous circulation of Outdoor advertising does the job with graphic direct- 
rtising 
e hov outdoor advertising we are not talking about an intangible ness. No surplus words are necessary. Good pictorial copy 
df something. and a brief message, such as The American Oil Company 
ct te The circulation of the outdoor medium is generated uses in its patriotic appeal, will get your wartime story across 
. Pies by the natural movements of people outdoors. This “must” in speedy style. 
ecount 
cutive : ) J 
e 
e —— e 
e® 
x You can count this bulging audience. Recent counts show the steady volume 
We make many counts, as do other of urban market circulation: 

outdoor advertising operators, and they This information is available on 4 

are certified after being audited by request. 

Traffic Audit Bureau, the officially Write John Donnelly & Sons for an 

recognized agency for the certification analysis of wartime outdoor advertising 

of outdoor advertising circulation values. circulation. 


. Donnelly Adv. ] . Donnelly Adv. ] 
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Interested in Soldiers’ 
Postwar Job Plans 


To the Editor: Has anyone sur- 
veyed or checked our military men 
regarding their thoughts about oc- 
cupations after the war? For in- 
stance, what percentage have been 
assured their own jobs back or ex- 
pect to return to the same occupa- 
tions? What percentage will look 
for new work or new businesses? 
What percentage are undecided? 

We are naturally interested be- 
cause our field has suffered through 
losing experienced salesmen, serv- 
ice men and manufacturing em- 
ployees, and we are trying to form 
an opinion of what we can expect 
after the war. 

Anything you can tell us will be 


appreciated. 
A. G. WINKLER, 
Fuel Oil & Oil Heat, New York. 


es ¥ 


‘God Speed the Plough’ 


To the Editor: We would ap- 
preciate it if you would ask the 
gentleman who writes that very ex- 
cellent Diary of an Ad Man, if he 
would have any objection to our 
using that old English toast which 
he found on the ale mug. 

We realize that it is of ancient 
vintage and probably not subject to 
copyright—but nevertheless inas- 
much as he was the one who found 
it, we wouldn’t care to use it with- 
out first taking it up with him. This 
was in the June 7 issue. 

Also, please tell him that is our 
favorite piece of reading matter, 
and he is doing an excellent job. 

K. E. Gort, 
Sales Manager, Toro Mfg. Cor- 
poration, Minneapolis. 
a i 


Half Interest for Sale 


To the Editor: Discovered the at- 
tached advertisement in the finan- 


163-YR.-OLD VIRGIN 


tract 6 million ft. sugar pine, etc., with 
ceamplete modern Sierras Sawmill. 
$100,000 Govt. box contract for first 
year’s output. Exper. operctors, essen- 
tiel industry, draft exempt. Sell 12 
interest. $17,000. Secured. Large 
profits, details at interview, address 


P.O. Box 88, Beverly Hills, Cal. 


cial section of the Los Angeles 
Times this morning. Feel no com- 
ment is necessary. 
Bruce LINDEKE, 
John H. Riordan Company, Los 
Angeles. 
vvyY 
Another Example 
To the Editor: Just another ex- 
ample of the talented makeup de- 
partment in the Philadelphia Rec- 
ord. Thought you might be in- 
terested. 
RutH B. Fox, 
Publications Editor, Edward 


Stern & Co., Philadelphia. 
7, © 


Help from the Diary 


To the Editor: Because the writer 
of The Ad Man’s Diary operates 
under the guise of anonymity, I 
must of necessity address him in 
this roundabout way. 

If it will flatter your ego any, Ad- 
man, and even if it causes the pub- 
lishers to gnash their collective 
teeth, I must admit that your box 
is the most interesting part of the 
magazine. 

I have been wanting to write to 
you for a long time, but a sort of 
mafden modesty has kept me from 
obeying that impulse. 

However, in the issue of July 19 
you write “The real pay-off to the 
keeping of this Diary comes in such 
mail as it brings me.” So sit back, 
and receive another orchid. 

Some time ago I had occasion to 
try to sell a client on the idea of 
putting me on a retainer basis in 
addition to the meager commis- 
sions I was earning. He was insist- 
ent on knowing what I would do to 
earn this fee, and I said to him, 
“Not a damn thing,” feeling that he 
knew damn well what “plus” serv- 
ice I was giving him. 

I then ran across a statement in 
your column covering this very 
subject; clipped it out, and mailed 
it to him. Needless to say, I was 
on a retainer basis before long. Andi 
I attributed it in no small measure 
to your help. 

I like your style immensely. 
lacking of bombast 
fundity. 

It sort of does for the advertis- 
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Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


MAKEUP, AGAIN 
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The long arm of a girl in the no 
news reaches out to do some war work* 
in the adjacent Boeing advertisement 
in this Seattle Post-intelligencer page 
spotted by Ed Schwartz of Pasco, Wash. 


Quotes Are Defense 


To the Editor: Anent Jack Dion- 
ne’s accusation of plagiarism aired 
in Voice of the Advertiser of July 
19, will say in self defense that 
Copy Cub simply omitted the quo- 
tation marks. At the time I spoke 
the fatal words, I said distinctly 
that they emanated from Washing- 
ton. This incident worries me be- 
cause if I have to give the source 
of all the alleged jokes I perpetrate, 
I will have to discontinue the epi- 
sodes from Fostoria. I wonder if 
Mr. Dionne ever checked up on Bob 
Burns. He might even discover 
that all those things Bob tells about 
didn’t actually happen in Van 


Buren. 
F. I. LACKENs, 
President, National Industrial 
Advertisers Assoc., Chicago. 
. ¥.9 


Asks No. 17 Clarifier 


To the Editor: In your issue of 
June 14 on Page 6, you reported on 
a talk to the Newspaper Advertis- 
ing Executive Association by Ver- 
non Brooks, advertising director of 
the New York World-Telegram. 

Mr. Brooks was quoted as saying, 
“There are 310,000,000 No. 17 cou- 


pons issued from Washington. 
There are 300,000,000 pairs of shoes 
for civilian consumption manufac- 
tured each year. It is self-evident 
that stores must advertise to get 
their share of the coupons and stay 
in business.” 

Since there are only 130,000,000 
persons in this country, we are 
wondering if this was a misprint. 
It would hardly seem that more 
than twice as many ration books 
than population were issued. 

CyrRIL WRIGHT, 

Sales Promotion Manager, Fos- 

ter and Kleiser Company, San 

Francisco. 


[Editor’s Note: In using “No. 17 
coupons” Mr. Brooks meant “shoe 
coupons;” No. 17 being the only one 
then valid. Well over 100,000,000 
No. 1 ration books were issued. No 
accurate figure is yet available on 
total of No. 2 books issued, but one 
was issued for every member of 
the civilian population, estimated 
by research experts to total 128,- 
500,000 persons. Members of the 
armed forces do not get ration 
books. Thus the three shoe cou- 
pons in the hands of the public this 
year will far exceed the 310,000,000 
figure cited by Mr. Brooks. As for 
the 130,000,000 U. S. citizens, that 
figure has long since been far sur- 
passed. The government estimate 
of U. S. population on Jan. 1, 1943, 
was 135,603,000, and it has been 
growing at the rate of 150,000 a 
month since that time, adding an- 


other 1,050,000 as of Aug. 1.] 


Advertising Age, August 2, 1943 


Maybe It’s a Case of 
‘Shoemaker’s Children’ 


To the Editor: Without me: Ling 
any personal reflections on Wpp 
Chief Nelson, I presume it is merely 
a coincidence that the news story 
of Mr. Nelson’s plea for a war mes. 
sage in every ad just happened ty 
appear next to Mr. Nelson’s com. 
pany’s advertisement on Page 3 
July 14 Houston Chronicle. No. 
where in this Sears, Roebuck & Co 
advertisement can I find any men. 
tion of the war effort; but appar. 
ently Mr. Nelson is more effective 
with other companies than with hi: 
own, for on Page 5 in the sabe 
issue of the paper is an ad from the 
J. C. Penny Company, competitoy 
of Sears’, and one-third of the space 
is devoted to a “Bonds buy Jeeps’ 
story. 

And of course it is also just q 
coincidence that in Sears’ news. 
paper ad for Sunday, July 11, was 
the picture and $6.90 price for an 
all-steel laundry tub, yet when 
most business men want to buy a 
small metal repair part the size of 
a postage stamp they have to camp 
in Washington for a couple of 
months and fill out page after page 
of priority applications to get to 
purchase some small piece of metal 
necessary to keep food processing 
machinery in operation to feed our 
armed men and war workers. 

Cuas. N. TUNNELL, 

The Southwestern Baker, 


Houston, Tex. 


ing business what David Grayson 
does to farming. 


Again I say “Orchids to your 
column.” 
GusTAv MARX, 
Gustav Marx Advertising 
Agency, Milwaukee, Wis. 
7 V¥_9 


‘Terminal Facilities’ 

To the Editor: Your “Rough 
Proofs” column is well headed ex- 
cept that the first word should be 
in large caps—at times it is more 
than rough. 

In the advertising outfit I travel 
with one comment sometimes made 
concerning a piece of copy is to the 
effect that its “terminal facilities” 
oot good or bad, as the case may 


With respect to the attached item, 
I am wondering just which you had 
in mind. 

E. S. ANDERSON, 

Manager, Hartford Fire In- 

surance Co., Hartford. 

[Editor’s note: The item referred 
to said, “The further magazines go 
in the direction of using paper like 
that in the mail-order catalogs, the 
more useful they will be considered 
by — percentage of their read- 
ers.” 


MAKEUP EXAMPLE 
Keep 
Perspiring Feet 
Dry and Sweet 


an ill-fitting tight pair, there’s nothing like 
Allen's Foot-Ease to relieve the friction 
that makes feet feel so uncomfortable. For 
rea] foot comfort, be sure to ask for Allen's 
druggists. 


Foot-Ease today! At all 
—Advertisement. 


OF YOUR 
FAVORITE 


| These Crosse & Blackwell and Foot-Ease 

| advertisements, juxtaposed, don't make 

as savory @ combination as the makeup 

man might have contrived, according to 

@ reader who clipped the advertisements 
from the Philadelphia Record. 
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Ever stop to think how you tie your shoe? You don’t think about it 


The habit is so strong you do it automatically — unconsciously. 


To people in Southern New England, tuning in to 
WTIC is a habit as firmly fixed as tying their shoes. 
Because WTIC has been the leading station in this 


market for more than 18 years. 


The importance of this to advertisers is obvious. 
Your message over WTIC enjoys the added power 
of being associated with an established listening 
habit. In this rich area it reaches more people— 


more quickly — and at lower cost per thousand. 


What is more, the income of WTIC’s listeners is 
far above the national average. They have the buy'ng 


power to translate sales suggestions into sales act!00. 


The best way to cover one of America’s best 
markets is to use WTIC. 


IN SOUTHERN NEW ENGLAND 
PEOPLE ARE IN THE Aatet OF LISTENING TO WTiC 


_ Member of NBC ond New England Regional 


A 


“Represented by WEED & 


RECT ROUTE TO AMERICA’S 


- Broadcasting Service c Cc ‘orporation i 


COMPANY, New 


‘i - 
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WTIC gratefully acknowledges an award from THE BILLBOAR? * 
recognition of ‘‘an amazingly thoro job of public service programin 
blanketed every phase of civic effort and war activity.” 
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PO feet uncomfortable — socks or stockings 
damp, as well as causing disagreeable foot 
odors, Try dusting your feet and shoes with, 
Allen's Foot-Ease. Easy — quick — conveni. 
ent, It acts to absorb excess perspiration | 
“koh and prevent odors If you are breaking in 
as a new pair of shoes or if you are wearin 
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ck ANNOUNCEMENT. 


EDITORIAL HITS in the new Post 
have increased 48% 


a 
HOW READER RESEARCH DE 


t editorial judgment with 
editorial progress — 
the Curtis Division of Public Opinion 
conducts constant, thorough reader re- 
search among Post readers. 

Both sexes and three age groups are 
studied — readers under 30, readers be- 
tween the ages of 30 and 44, readers of 
45 and over. 

Reader reaction is measured in a num- 
ber of ways. Reading time —Reading 
intensity—Editorial hits. The latter, from 


To supplemen 
fact in measuring 


Two examples 
of editorial hits 
appealing to 
both sexes and all 
age groups. 


™ 
SBS oe 
Ae ake: Memumaeag 
Me >, thse, be 
¥ ag ee 


TERMINES EDITORIAL HITS 


the editor's view 
able in measuring pro 
cific groups of readers. 


which is completely 
tionally high perce 
audience. In 1941, a stan 
lished for measuring ¢ 


point, is especially valu- 
gress among SPe- 


An editoral hit is a story or article 
read by an excep- 
ntage of the Post 
dard was estab- 
ditorial hits. 
becomes a hit when 
has exceeded 


group Of in 


A story or article 
reader research proves it 
this standard in any age 


either sex. 
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: ANNOUNCEMENT: 


EDITORIAL HITS in the new Post among 
Ufounger Weaden 


have increased 63% 


oe ty 


a ; 
Some examples of editorial hits appealing to” 
younger readers of both sexes 


IE OF Se, le tee 
4 Po 


HE 63% increase in editorial hits in the age 


group under 30 shows how the new Post is 
keeping pace with the far-reaching change in 
_ the attitude and intelligence of youth. The new 


Post meets the new viewpoint of youth squarely 


and sensibly—and wins youth. 
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ANNOUNCEMENT: 


}| EDITORIAL HITS in the new Post among 
‘Women Keadera- 


have increased 50% 
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Some examples of editorial hits appealing to 
women readers of all ages : 
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HESE are typical of the 50% increase in 
editorial hits that have registered high with 
the Post’s millions of women readers. Answer- 


ing today’s need tor stimulating fiction—and an 


rely understandable reporting of national and world 


4 


affairs—the new Post wims women. 
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Today—more than ever before— 
the new Post is an EDITORIAL HIT 
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In the first nine issues checked for readership in 1943, 
_ the new Saturday Evening Post shows the follow- 
ing increases in Editorial Hits over 1941 


63% MORE HITS 23% MORE HITS 50% MORE HITS 

IN THE AGE GROUP UNDER 30 _—sIN THE 45 AND OVER GROUP. AMONG WOMEN 
48% MORE HITS 48% MORE HITS 52% MORE HITS 
IN THE 30-44 AGE GROUP ! IN ALL AGES AMONG MEN 


From women — from youth — from people of all ages and 
both sexes — the verdict is unmistakable. 


_ PEOPLE LIKE THE NEW SATURDAY EVENING POST| 
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Advertising Age, August 2, 1943 


Canada Forbids 
Advertising of 
Synthetic Rubber 


Most Manufacturers 
Agree to Step; U. S. 
Copy Criticized 


Ottawa, July 28.—Canadian rub- 
ber control authorities, on the rec- 
ommendation of the majority of 
companies concerned, have placed a 
ban on all advertising of synthetic 
rubber or products in which it fig- 
ures. The ban has been in effect 
now for several weeks. 

The order was signed by J. A. 
Martin, deputy administrator of 
rubber and rubber products. It 
states that effective immediately 
the advertising of ‘“vulcanizable 
synthetic rubber or articles made 
from vulcanizable synthetic rubber 
is not allowed.” The word adver- 
tising is defined as including “news- 
papers, Magazines, trade papers, 
handbills, readers, catalogues, di- 
rect mail, billboards, posters, win- 
dow displays and streamers.” 

An explanatory note attached to 
the order states that tire dealers 
may still display tires in their win- 
dows as signs of the trade, so long 
as no mention is made of synthetic 
rubber. House or company pub- 
licity stressing the saving of rubber 
goods by proper care and emphasiz- 
ing the government restrictions is 
in order; but no mention is to be 
made of synthetic rubber. 


Goodrich Opposes Plan 


Officials of the Canadian Rubber 
Control Administration state that 
the order was made on the recom- 
mendation of the companies them- 
selves. They admit, however, that 
one Company (B. F. Goodrich Rub- 
ber Company of Canada) was not 
in agreement with the proposal. 

One important reason given for 
this action is the fact that there will 
be no brand names used on syn- 
thetic rubber tires as they become 
available from Canadian plants. 
Actually a considerable number of 
100% synthetic rubber tires has 
been distributed through the trade 
in recent weeks but these tires, in 
common with earlier tires made 
from reclaimed rubber, bear no 
company trademark. This _ policy 
will be continued as synthetic rub- 
ber tires gradually replace all other 
supplies. 

In the case of industrial rubber 
products made from synthetic ma- 
terial, even though companies will 
continue to manufacture and dis- 
tribute their own trade names, the 
composition, quantity and variety 
of these articles will be standard- 
ized under specifications laid down 
by the rubber controller, A. H. 
Williamson, It is argued therefore 
that since all these products will be 
uniform insofar as the use of syn- 
thetic rubber is concerned and since 
they must conform to common spe- 
cifications and formula and since 
demand far exceeds supply, there 
is little point in permitting compe- 
ltive trade advertising. 

Extravagant” claims being made 
in some of the synthetic rubber ad- 
vertising in the United States and 
the belief that much of this adver- 
Using is building up a false impres- 

as to the quality and quantity 
ff synthetic rubber products that 

be available for public use, is 
ilso said to have played a part in 
the Canadian decision. 


Schwartz ‘Elected 
Wildroot V. P. 


‘obert E. Schwartz, general man- 
of the Wildroot Company, has 
1 elected vice-president. He be- | 
es the only official of the com-| 
y to hold that title, and was ap- | 
ited in order to effect better co- 
nation of Wildroot’s operations 
he face of complications caused | 
vartime restrictions. 

Ir. Schwartz joined the company 
923. After serving for several 
S as a salesman, he was ap- 
ted sales manager in 1931. In 
he became sales manager and 
promoted to the post of general 
ager in 1942. 


Hoyt Gets State Account 
narles W. Hoyt Company, New | 
k, has been appointed to handle 
eational and industrial adver- 
'¢ for the state of New Hamp-| 


High Caloric 
Foods Get Okay 
by Wac Trainees 


Washington, D. C., July 27.— 
Time was when no figure-respect- 
ing woman trusted bread, French- 
fried potatoes or ice cream, but 
they’re all in the daily Wac diet 
now, thanks to the war, reports 
“Army News,” bulletin of the War 
Department Bureau of Public Rela- 
tions. 

The country may be entering a 
new era in feminine dietetics be- 
cause women are now serving with 
the Army, it says, and “when the 
war is ended, it is quite possible 
that the eating habits acquired 
while in the Wac will influence, to 


a great extent, the dietary convic- | 
tions of many young American wo- | 
men returning to civilian life.” 

The “Army News” conclusions 
are based on data gathered at the 
First Wac Training Center at Fort 
Des Moines, Ia., where the young | 
women not only are eating bread, | 
French fries and ice cream, but | 
other foods of high caloric content. | 
The daily diet is planned to include | 
3,000 calories. 

The most popular breakfast 
cereal among the trainees is corn 
flakes; the least tempting, corn 
meal. Oranges and apples are the 
most popular fruits. Steak is the 
favorite meat, with lamb chops a 
close second. 

“Vegetables are popular and the 
Wacs eat more of them than do 
their brothers-in-arms,” the bul- 


| popularity. 


letin adds. “Ice cream is tops in the 


dessert line and cake (chocolate 
with icing) surpasses puddings in 
The favorite pie is 
lemon, and fresh fruit is in demand 
for topping off the dinner and sup- 
per menus. Milk is the most pop- 
ular drink.” 

All food at the training center 
is prepared by women in training 
at the bakers and cooks specialist 
school under the direction of 
trained mess personnel. Particular 
stress is placed on the importance 
of proper cooking methods to con- 
serve food nutrients, attractiveness 
of serving, garnishes, and _ the 
avoidance of waste, both in food 
preparation and use. 


Deibler Appointed 

Robert H. Deibler has been ap- 
pointed Pacific Coast representative 
of Air Transportation, New York. 


25 
Establish Cohen & Roizen 


Cohen & Roizen, new advertising 
and merchandising counsel organi- 
zation, will open offices in the 
Genesee building, Buffalo, Sept. 6. 
The principals are Gordon Cohen, 
a member of the advertising staff 
of the Buffalo Evening News since 
1929, and Manus Roizen, sales pro- 
motion and advertising manager of 
E. W. Edwards & Son of Buffalo 
since 1939. 


Elected to AFA 


The following have been elected 
to membership in the Advertising 
Federation of America: Indianap- 
olis News; Judge Publishing Com- 
pany, Ambler, Pa.; Jenkins Broth- 
ers; Albert Frank-Guenther Law, 
Inc.; and American Exporter, New 
York. 


between 


TODAY and TOMORROW 


THE FARMER'S INCOME 


GROWS ... Nature never rests. 


When the farmer, often work- 
ing 16 hours a day to produce 
food for winning the war, ends 
his long and busy day, produc- 
tion for income goes right along. 
Dairy cows produce for tomor- 
row’s milk yield. Fattening cat- 
tle and hogs put on added 


weight, and field crops grow. 


Thus on the millions of fertile 
acres throughout Prairie Farmer 
Land, nature’s “overtime” 
earnings are piling up for dis- 
cerning advertisers. In thous- 


ands of city and small 


homes where WLS radio fea- 


tures are favorites, 


pay for war plant workers is 
making this market doubly 


attractive today. 


“Between Today and Tomor- 
row” your advertising message, 
carried by the combined double- 
power sales force of Prairie 


Farmer and WLS, will 


your income growing when 


your busy day is done. 


overtime 


town 


keep 


Use the Combinatiou- 


Publisher 
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“SUPPER TIME,” By CLYDE BROWN 
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FAIRCHILD REPORTS 


Fairchild Hircralt Heports 


to the People of Hagerstown 


» Nan Wetabes Fore 
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This is the initial copy in a new cam- 
paign by -Fairchild Engine & Airplane 
Corp., New York, designed to give home- 
town folks in communities adjacent to 
the company's three plants behind-the- 
scenes views of company activities and 
to create a desire to seek employment 
in its modern factories. Cecil & Presbrey 
is the agency. 


New Fairchild 
Campaign Uses 
Full-Page Ads 


New York, July 28.—Fairchild 
Engine & Airplane Corporation -re- 
leased a full-page newspaper cam- 
paign this week written especially 
for the people living in towns sur- 
rounding its three plant localities. 

In regular newspaper format, the 
advertisements are designed to do 
a two-fold job. First, to tell the 
home-town folks, within the limits 
imposed by censorship, the valu- 
able contribution being made by 
Fairchild workers and sub-contrac- 
tors, and second, to tell about em- 
- : ploye activities so that Fairchild 
- will be presented as an interesting 
and inviting place to work. 


Copy Features News 


Each advertisement is headed 
“Fairchild Aircraft Reports,” with 
a sub-head addressed to the people 

5 of the towns in which the news- 
papers are published. Copy features 
diversified company news and is 
amply illustrated with behind-the- 
scene pictures of Fairchild people 
and products. 

Insertions are scheduled to run 
every month in Burlington, N. C.; 
Hagerstown, Md.; Chambersburg, 
Pa.; Waynesboro, Pa.; Martinsburg, 
W. Va.; and in six Long Island 
dailies. Cecil & Presbrey, New 
York, is the advertising agency. 


URGES U. S. PREPARE 
FOR WORLD WAR III 


New York, July 28.—A warning 
: to the United States to begin now 
= to prepare for World War III as the 
a best way of insuring against ever 
a having to fight that war was 
sounded here this week by J. Carl- 
ton Ward Jr., president of Fairchild 
Engine & Airplane Corporation and 
also president of the East Coast 
Aircraft War Production Council. 

He warned that the U. S. govern- 
ment must see to it that our avia- 
tion industry is maintained in a 
healthy condition in the postwar 
period in order to make sure we 


“Food 


Internationally known for 
and Health” Battle Creek's new 
Community Canning Kitchen is 
another contribution to healthful 


living for the 67,776 residents 
= now so busily engaged in war 
work. 


THE BATTLE CREEK 


ENQUIRER 4¥» ttc 


| will have modern weapons if we 


are again threatened with war. He 
said the aviation industry would 
face very difficult problems in the 
inevitable reduction of its postwar 
volume of business to a small frac- 
tion of the $30,000,000,000 predicted 
for 1944. 


Developments Mostly Prewar 


The material of modern war is 
developed in peacetime, Mr. Ward 
continued. He pointed out that the 
Flying Fortress was developed in 
1935 and that our Warhawks, Air- 


acobras, Lightnings, Marauders, 
Mitchells, Wildcats, Avengers and 
Catalinas were also prewar de- 


velopments. He said these achieve- 


made by the government for 
velopment work. 


FURNITURE CO. BUILDS 
FAIRCHILD GUNNER 


Burlington, N. C., July 28.—The 
development of plastic- ply wood 
trainer planes, such as the large and 
fast two-engined Fairchild Gunner, 
has permitted a substantial and di- 
rect participation of the furniture 
industry in the building of the 
greatest U. S. air fleet in history, ac- 
cording to an announcement by 
Fairchild Aircraft officials. 

Sixty per cent of the Gunner will 
be made by subcontractors, of which 
the largest is the Drexel Furniture 


de- 


The Drexel company holds contracts 
to make outer panels, flap assembly, 
floor boards, side windows, escape 
hatch, bomb-bay doors, nose wheel 
door, rear fuselage and scoops for 
the gunner. The Fairchild trainer 
is largely a wood product. 


Shepherd Joins WAYS 


Gaylord O. Shepherd has 
signed as manager of Station 
WORD, Spartanburg, S. C., to be- 
come general manager of Station 
WAYS, Charlotte, N. C. 


re- 


WJE] Names Rambeau 


William G. Rambeau Company 


Company of Morganton, Drexel, and|has been appointed national repre- 
ments were remarkable in view of | Marion, N. C., manufacturer of bed- | sentative of Station WJEJ, Hagers- 
the small peacetime appropriations | room and dining room furniture.| town, Md. 


Advertising Age, August 2, 1943 
Gets Radio Account 

Fintex Corporation, Detroj; 
clothier, has appointed Simons. 
Michelson, Detroit, to handle aq 
radio program called “Today’s 
Children,’ which will be aired 


Monday through Friday on Station 
ww. 


Leaves Erwin, Wasey 


Latham ‘Ovens, script writer aj 
Erwin, Wasey & Co., New York, for 
the past two years, ‘has resigned to 
become a free-lance writer. 


Kreider Joins ‘Cue’ 

L. E. Kreider, for many years 
with Crowell - Collier Publishing 
Company, New York, has joined the 
advertising staff of Cue, New York. 


“Better Homes & Garden§! 
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Private Lines 


Aircraft companies are perturbed 
over coming reports by the Truman 
committee. The committee is sup- 

osed to be preparing two addi- 
tional reports on aircraft; its first, 
which castigated Curtiss - Wright, 
made drastic recommendations 
about government advertising pol- 
icy. 

* cK * 

There are increasing indications 
that newspapers’ pleas for optional 
insertion dates on national copy 
will not only meet with good re- 
sponse, but that as a result there 
may develop a real trend away 
from Thursday and Friday insertion 


dates. One big packer has just 
suggested to his agency that dailies 
be given optional insertion dates on 
all but one small-space regular 
feature insertion, and that it might 
be smart to schedule the firm’s dog 
food copy, now running in big 
space, for Monday or Tuesday as a 
regular practice. 
ok a 

Government agencies have to be 
careful about publications. When 
the War Production Drive division 
of WPB announced the publication 
of a weekly labor-management 
paper, which is one of the key 
points in T. K. Quinn’s (Maxon, 


New York, and General Electric 
Company) production program, 
Congressmen were quick to come 
out of vacation to blast at its taking 
newsprint from other media. 

* * * 


Radio rumor says that the NAB 
is getting ready for another of its 
personnel crises. For the past two 
years, Neville Miller, president of 
the broadcasters’ association, has 
been in hot water. Less than a 
year ago a meeting of NAB direc- 
tors nearly unseated him in Chi- 
cago; weathering that storm by a 
narrow margin, Mr. Miller led NAB 
into two struggles: the Supreme 
Court battle over FCC’s network 
rules, and its corollary, the attack 
on FCC via the Cox committee. 
Neither has gone well, although 
NAB is calling loudly for new radio 


yabowed us how to 
vacation at home 
this summer’ 


* hanks to Better Homes G Gardens, we have learned how to make our 


home a grand place to relax after a busy day. 
“From suggestions in Better Homes & Gardens, we’ve made an outdoor liv- 


ing room of our porch and built a fireplace in the yard. We picnic here nearly 


every night after work. Somehow eating our meals outdoors makes every- 


thing taste twice as good. And during the late evening after a session with 


our food garden, the cool privacy of our screened-in porch makes it a grand 


place to relax. 


“Everything we're doing to make living more enjoyable here at home this 


summer is making it a source of pleasure for many years to come—thanks to 


Better Homes & Gardens.”’ 


"thanks to 


Better Homes & Gardens’’ 


Everywhere you go these days, you'll hear 
that statement. For today, Better Homes & 
Gardens is considered the family-service 
magazine that is helping most in the adjust- 
ment of family life to wartime living. It not 
Only tells its readers what-to-do to make this 
adjustment, but tells them how-to-do-it. 


In everything that affects home life today— 


meal planning, home maintenance, garden- 
ing, home furnishing, child care, canning 
and preserving—Better Homes & Gardens, 
with its broadly planned, far-sighted edit- 
ing, is regarded as the friendly authority. No 
wonder its reader intensityhasincreased 24%. 


America’s Family-Service Home Ma gazine 


____FIRST INSERTION _ 


A MESSAGE TO EVERY AMERICAN 
FROM THE PRESIDENT 


This advertisement, sponsored by 78 
New York companies in cooperation with 
eight New York dailies formed under 
the title War Bond Advertising Repre- 
sentatives of New York, is the first of 
a series of 1,000-line insertions keyed to 
government drives to curb spending and 
finance the war through sale of war 
bonds. This advertisement appeared 
last week and reproduces a letter from 
President Roosevelt to Secretary of the 
Treasury Morgenthau. The campaign is 
scheduled for weekly insertions in all 
eight newspapers. 


legislation, and may get it after 
Congress reconvenes. 

Reliable sources say that the most 
likely successor for Mr. Miller, 
should he fail to survive this inter- 
necine fight, is William B. Lewis. 
Mr. Lewis was a CBS vice-presi- 
dent, came to Washington as chief 
of the radio bureau of OFF, and 
became assistant domestic director 
of OWI under Gardner Cowles Jr. 
Mr. Lewis, so the report says, has 
powerful network backing for the 
NAB job. 

* cd * 

There are absolutely no signs of 
any letdown in advertising activity 
for the remainder of this year or 
the first half of next. On the con- 
trary, most indications are _ that 
media will have a harder time than 
ever filling commitments for time 
and space next year. Additional 
paper cuts are taken for granted, 
and orders for 1944 are being re- 
ceived unprecedentedly far in ad- 
vance. One national magazine, for 
instance, already has 1944 renewal 
orders on about 40% of its current 
business, and expects to close its 
books for the year before many 
more weeks have passed. Adver- 
tisers who can’t clear their budgets 
or make up their minds early about 
1944 plans are going to experience 
increasing difficulty in booking 
space. 

oK * a 

Rationing has some unique re- 
sults. When OPA put cooking fats 
and oils on the red stamp program, 
it expected to curb their use. But 
it didn’t expect that flour sales 
would begin to show a correlated 
deeline. These, and similar prob- 
lems, are rising to plague OPA. A 
typical problem: butter points are 
being advanced, but in the absence 
of meat from many stores, the 
housewife will go ahead and buy 
butter in spite of its new 
values. 


Newspaper Sales Top 
Prewar Levels 3.9°/, 


Subscription and newsstand sales 
of daily newspapers have risen 3.9% 


high | 


| above prewar levels, according to a 
|survey conducted by the 
Bureau of Circulations. The sur- 
vey shows that 43,759,561 


papers were sold by 
|dailies (English language) in the 
|} six months compared with daily 
|sales of 42,080,391 by 1,857 papers 


|during the six months ended Sept. 


| 30, 1941. 


Average circulations have 


the fact that 12% 


five cents. 


Burnett Widens Campaign 


Joseph Burnett Company, Boston, | 


has switched promotion emphasis 
| for its vanilla to all 29 flavor ex- 
tracts, and is stepping up its ad- 
vertising campaign in business pa- 


pers and in newspaners of 20 major | 


|markets. H. B. Humphrey Com- 


| pany, Boston, handles the account. | 


Audit | 


news- | 
1,753 U. S.| 


in- | 
|creased, the survey shows, despite | 
of the nation’s | 
dailies have raised their prices to | 
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Couldn't Scare 


Readers Away 
with Price Club 


Now ‘Ladies’ Home 
Journal’ Seeks New 
Paper-Saving Idea 


By WARREN BASSETT 


New York, July 28.—It is now 
revealed that if Ladies’ Home Jour- 
nal thought it could rivet down its 
circulation and thus save precious 
paper by increasing its subscription 
price 33%, it was badly, but per- 
haps not sadly, mistaken. 

On June 1 the Journal—first of 
the large magazines to do so—took 
the bold step of raising its sub- 
scription price from $1.50 to $2 a 
year, and made sharp increases in 
all other categories as well. The 
newsstand price, however, was con- 
tinued at 15c a copy, since the 
number of copies delivered to 
stands had already been curtailed. 

Thus, for the first time in mass 
magazine history, home delivered 
subscriptions cost the buyer 20c a 
year more than twelve single issues 
would cost on the newsstand. 

The Journal’’s daring move 
aroused great interest among maga- 
zine men and advertisers, and the 
effect of the drastic price increase 
upon circulation has been freely 
speculated upon. 


Sales Above '42 


And if Journal executives them- 
selves had any qualms, these have 
been exchanged for a cheery inner 
glow, for actual figures show that 
from June 1 through July 19, sub- 
scription sales were actually up 
15% over the corresponding period 
of 1942, according to Benjamin 
Allen, director of circulation for 
the Curtis publications. 

As a result, the paper problem 
has not been solved, but Journal 
executives have been assured you 


can’t keep a good magazine down 
even with a bludgeon. 

The detailed story of the strenu- 
ous efforts of the Ladies’ Home 
Journal to curb its circulation is a 
far cry from the days when edi- 
tors and circulation men developed 
five o’clock shadows and grew pre- 
maturely grey trying to land a new 
subscriber with a set of dishes for 
bait. 

In addition to raising the one- 
year price from $1.50 to $2, the 
Journal two-year price was raised 
from $2.25 to $3; the three-year 
from $3 to $4; and a new five-year 
price of $5 was set. Proportionate 
increases were made in the gift and 
family offer prices. 

All sales by boys were discon- 
tinued, and newsstand sales were 
sharply curtailed. 

The reason for all these moves 
was solely to cut down subscription 
production, according to Mr. Allen. 
But as the figures now show, all of 
these efforts have been unavailing. 


Second Biggest Seller 


At its peak circulation, before 
repressive measures were _insti- 
tuted, the Journal sold 4,400,000 


copies, making it at that time sec- 
ond only to Reader’s Digest as the 
largest selling U. S. magazine. And 
that was in spite of another bold 
move made in February, 1942, 
when it increased its newsstand 
price from 10c to 15c. This was not 
done to save paper, but to make the 
reader pay a greater share of rising 
production costs. The Journal was 
a pioneer at that time, being the 
first mass magazine to make such a 
move, but instead of losing some 
of its circulation, as was generally 
predicted, the next month’s sales 
figures were an all-time peak for 
the Journal, Other large magazines 
soon followed suit. 

And how does an editor feel 
when harsh, repressive measures 
fail to keep his magazine from 
gaining circulation? 

Bruce Gould, editor, answered 
this question for ADVERTISING AGE. 

“Naturally, it is very gratifying 
to the editors,” he said, “and I 
| would be happy if it were a genu- 
ine indication that readers are will- 
ing to pay more for the magazines 
they get, which have always been 


* 
* 


ONE PAPER 


COVERS This Major 
Wartime Market 


* 


2° 


The latest survey of wartime popula- 
tion trends in metropolitan markets 
shows St. Joseph County—South Bend 


—again leading as the secc 
market in Indiana. 


6. Ue 


INDIANA 


md largest 


Registrations for the 1943 ration book 


No. 2 give St. Joseph County 


Bend—an increase of 4.5 
total of 169,046 people. 


South 
percent in population ora 


The effective buying power in this market for 1942 


was $178.148.000—a gain 


of 23.3 percent over 1941. 


The money going out to prospective buyers increases 


every pay day. 


South Bend is a one pay 
Tribune completely domin 
tion market. Of the Tribun 


lation, 51,556 is in St. Jose 


cent coverage of the county 


ver town. The South Bend 
ates this major war produc- 
e's more than 80,000 circu- 
ph County. This is 117 per- 
’s homes. 


The Tribune has the largest circulation of any paper 


in Northern Indiana and S« 


vuthern Michigan —the larg- 


est between Indianapolis and Grand Rapids. 


\ The Soulh Bend Tribune’ 


STORY, BROOKS & FINLEY, INC. National Representatives 


| 
| 
| 


| 


| 


Thompson Company. 


100 E. Ohio St., Chicago. 


Reprints Go Quickly, But More 
Coming 


Although 2,500 reprints of Arno Johnson’s analysis of civilian 
population of 138 metropolitan areas were printed, orders on hand 
the day the reprints were delivered more than exhausted the 
supply, and late orders could not be filled. Now 500 additional 
copies of this reprint, 1142x22 inches, on heavy stock, suitable for 
wall or desk use, have been ordered. 

They show 1940 census, May 1, 1942 and March 1, 1943 popula- 
tion estimates, based on ration book registrations, for each of 138 
metropolitan areas, together with actual and percentage changes. 
The reprints also include an analysis of these changes by Mr. 
Johnson, who is director of media and research for J. Walter 


If you're interested, better order quickly, before the new supply 
disappears. The price is 25 cents for single copies, 15 cents each 
in quantities of 10 or more. Address Editor, “Advertising Age,” 


sold without much regard to their 
actual cost. 


Set Circulation Level 


“To conserve paper we set our 
circulation level at 4,000,000. We 
have been hitting in the neighbor- 
hood of 4,070,000. I do not know 
what further steps can be taken to 
hold circulation down, and I am 
not. sure whether the increase we 
have shown, in spite of a higher 
price, could be maintained in nor- 
mal times unless all periodical pub- 


lishers would revolutionize their 
thinking about the merchandising 
of their product. 

“It is my belief the reader should 
pay more for what he gets, for the 
average magazine is the cheapest 
product money can buy.” 

The Ladies’ Home Journal for a 
time spent as high as half a million 
dollars a year in newspaper and 
publication advertising, but a little 
more than a year ago when costs 
began to rise sharply it began to 
scale down this expenditure. The 
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copy was always aimed at advertis. 
ers and advertising agencies, how. 
ever, not at new readers. 

At the present time, when adver, 
tising space is at a premium, the 
Journal has dropped out of news. 
papers, but is continuing to take 
space from time to time in adver. 
tising, trade and class publications 
The present expenditure is in the 
neighborhood of $150,000 a year, 


Three Join Staff of 
Princeton Film Center 


A. E. Milford and Leroy g 
Phelps, formerly with the domestic 
film unit of OWI, and Gates Fer- 
guson, recently with N. W. Ayer & 
Son in the public relations depart- 
ment, have joined the staff of the 
Princeton Film Center, Princeton, 
N. J. Mr. Ferguson is former ad. 
vertising manager of the B. F. 
Goodrich Company and _ Interna- 
tional Telephone & Telegraph Cor- 
poration. The Film Center is cur- 
rently handling distribution of 
Boeing’s three-reel color picture 
“Fortress in the Sky.” 


Packard Promotes Slack 


L. W. Slack, who has been acting 
sales manager for the past year, has 
been appointed sales manager of 
Packard Motor Car Company’s car 
and service divisions. He joined 
Packard in 1934 as assistant sales 
promotion manager. 
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Armour, Meat 
Institute Run 
Special Copy 


Chicago, July 29.—In a further 

effort to enlist the public’s coopera- 
tion in the government war food 
program, Armour & Co. will run a 
special full-page advertisement 
Aug. 5 in more than 175 newspa- 
pers in 110 cities from coast to 
coast. 
; Headlined “How Do You Rate on 
These Five Things Today?” the ad 
asks consumers to quiz themselves 
on their cooperation on these five 
points. It asks them to help (1) 
kill the black market; (2) stop food 
waste; (3) serve adequate meals; 
(4) save waste fats; and (5) pre- 
vent cheating and chiseling. 


Copy Reassuring 


Long before the War Advertising 
Council broadcast its appeal to 
American business to push the war 
program in its advertising and help 
avoid a threatened let-down, Arm- 
our’s advertising was geared to 
wartime problems. Since Pearl 
Harbor, its “Food For Freedom” 
series in national magazines has 
told how our fighting forces were 
fed, reassuring the families at 
home and helping them to under- 
stand meat shortages and rationing. 
Armour’s magazine “Home Serv- 
ice” advertising has given wartime 


meat menus and helped the house- 
wife make the most of the meats 
available. 

When meat rationing started 
Armour was credited with schedui- 
ing the first page ad in newspapers 
on red stamp rationing, informing 
women about use of these stamps. 
This was followed by weekly ads 
on rationing with the “Armour 
Ideas Make The Most of Meat” 
currently running in over 200 
newspapers. The newest page ad 
is another step in Armour’s pro- 
gram to cover all phases of war 
problems affecting meat and food 
as they develop. 

Armour has had the meat retailer 
in mind as it planned and carried 
out its various campaigns, and has 
supplied dealers with reprints, 
special counter cards, point. value 
charts and other tie-in material 
which has helped explain the meat 
shortage to their customers. 

Foote, Cone & Belding 
agency. 


TELLS ‘NEWER CONCEPTS’ 


Chicago, July 29.—A story of the 
“newer concepts of meat in nutri- 
tion” is being told in current issues 
of a number of medical journals in 
copy placed by the American Meat 
Institute, which also has sent copies 
of the advertisements to advertising 
agencies handling food accounts 
and to their clients. 

One of the advertisements dis- 
cusses meat and its contribution to 
basic nutrition needs, pointedly 


is the 


Bere 
sae A 


telling doctors that meat “provides 
not only one, but several nutritionai 
essentials, hence no food should be 
weighed against it solely on the 
basis of one constituent.” 

Meat is one of the most impor- 
tant constituents of the wartime 
dietary, copy says, “since its rich 
supply of varied essential nutrients 
complements and enhances the nu- 
tritional value of the more avail- 
able, non-rationed foodstuffs. Its 
inclusion in the dietary in the full 
amounts now permitted by regula- 
tions assures a_ sustaining, nutri- 
tionally adequate dietary.” 


Point Out Food Values 


Another AMI advertisement ap- 
pearing in the August issue of 
Hygeia lists eight reasons why “no 
other food can be called a complete 
meat substitute.” Many other 
foods offered as meat substitutes 
may be of high nutrition value, the 
AMI declares, but none “can be 
properly compared with meat.” 
Summing up, the copy says, “Other 
foods deserving a place in the diet 
may offer protein, or fats, or vita- 
mins, or minerals, or combination 
of these. But no single food offers 
all the eight points which have 
made meat man’s preferred pro- 


tein food. Even under rationing 
make meat—whatever may be 
available—the keystone of your 
meals. No other individual food 
can offer you as much.” 

Leo Burnett Company is_ the 
AMI agency. 


Better U. S.-Soviet _ 


Relations Sought 
in Chicago Copy 


Chicago, July 28.—In a bold bid 
to sell better American-Soviet rela- 


tions, the Chicago Council of Ameri- 
can-Soviet Friendship used its first | 
display advertising in the Chicago | 


Sun recently, offering its services 
and inviting contributions to its} 
work. 


The council, which has applied | _ 


for affiliation with the national or- 
ganization, whose headquarters are 
in New York City, has Harland 
Allen, of Harland Allen Associates, 
research economists, as its acting 
chairman. William Card is execu- 
tive director. Members include an 
extensive list of professional, liter- 
ary and business leaders in the city. 
Homer Buckley, president, Buckley, 
Dement & Co., Chicago direct mail 
advertising company, is one of the 
sponsors. 

The council is working on a pro- 
gram of acquainting business men 
with the advantages of friendship 
with Russia both during the war 
and in the peace to follow, and copy 
in the Sun advertisement gives 
prominence to this observation of 
Thomas P. Lamont of J. P. Morgan 
& Co.: “If in a generation to come 
those traditionally ferocious na- 
tions, Germany and Japan, are to 
be stayed from renewed aggressions 


packaging foods, carrying advertising, serving our Government, bring- 


ing education to our children. But it takes a war to emphasize the vital 


ali’ 


st ae 


So many and varied are the functions of paper and water, that every- | 


body merely takes them fer granted. Paper is everywhere in peacetime, 


part that paper plays in the affairs of men. It packs medicines, forms 


parachutes for dropping supplies, wraps guns and airplane parts, 
protects rations, replaces critical metals, performs a thousand other 
essential war services. Champion is proud of such use of its products, 


welcomes the public’s new appreciation of paper’s place in their lives. 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


and Tablet Writing .. 


MILLS AT HAMILTON, OHIO... CANTON, N. C.... HOUSTON, TEXAS 


DISTRICT SALES 
NEW YORK + CHICAGO * PHILADELPHIA * CLEVELAND * BOSTON « ST. LOUIS * CINCINNATI * ATLANTA 


. 2,000,000 Pounds a Day 


OFFICES 


TO CHICAGOANS | 
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SOLID FRIENDSHIP FORGED IN W 
WILL INSURE A LASTING PEACE... 


“mong 
wae sereee ee ee re en 


NOW is the time te work for « better sederstending 


The Chicago Council of American-Soviet 
Friendship made its first use of adver- 
tising last week with this appeal in the 
Chicago Sun. Future plans are undecided. 


against the world, it will have to be 
the four great powers of Britain, 
America, Russia and China which 
together—and only if they act to- 
gether — will be able with the 
United Nations to prevent fresh on- 
slaughts.” 


Copy Makes Appeal 


Mutual understanding between 
Russia and the United States can 
be built through exchange of fac- 
tual information by “these two 
powerful and traditionally peaceful 
good neighbors,” the council copy 
states. It offers to send films and 
literature to those interested, to 
provide speakers, and to suggest 
someone with whom to correspond 
in the Soviet Union. A handy cou- 
pon may be filled out by Chicago- 
ans seeking these services. A box 
contains this appeal: “Help 
strengthen American-Soviet rela- 
tions. Send your’ contribution 
now!” 

Future plans will be determined 
by response to the initial advertise- 
ment, although the council does not 
contemplate an extensive drive. 


WOR Women’s Advisory 
Panel Is Organized 


A permanent WOR Women’s Ad- 
visory Panel was formed July 15 at 
a luncheon meeting held at the 
Waldorf - Astoria, New York, by 
Alfred J. McCosker, president of 
the station. The purpose of the 
panel is to devise further means of 
aiding women listeners at home and 
in the war effort. 

Among the charter members of 
the panel are: Mrs. Dorothy Dun- 
bar Bromley, editor, Sunday wo- 
men’s activity page, New York Her- 
ald Tribune; Frances K. Marlatt, 
president, New York State Federa- 
tion of Business and Professional 
Women; Mrs. Betsy Talbot Black- 
well, editor-in-chief, Mademoiselle. 


| 
To Howard Aircraft 


Albert E. Russell, for the past 


| five years advertising manager of 
| Jewel 
| Chicago, 


Paint & Varnish Company, 
has joined Howard Ajir- 
craft Corporation, in charge of pub- 
lic relations, with headquarters at 
St. Charles, III. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


* * THE * x 


JOURNAL - COURIER 
NEW HAVEN, CONN. 
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Inflation Ills 
of World War | 


Reviewed by OWI 


Washington, D. C., July 27.—Tak- 
ing a leaf from possibly-forgotten 
but distinctly applicable history, 
the Office of War Information this 
week reviewed the business effects 
of World War I’s inflation. Based 
on a report by Under Secretary of 
Commerce Wayne Chatfield Taylor, 
the report shows that the business 
failures and related troubles of 
farmers and workers in post-1918 
years were due largely to lack of 
resistance to inflation during the 
war. 

The recession which followed the 
World War has largely been for- 
gotten or wiped out by the major 
misery which occupied most of 
business from 1930 until late in the 


Write for circular on 
ARTKRAFT 
Hot Cathode 
FLUORESCENT 
LIGHTING 


decade when the twin influences of 
governmental spending and war 
orders removed the economic jinx | 
from industry. 

But the recession after the first 
war had some striking effects. For 
example, at no time during the 
decade 1921-31 did the total lia- 
bilities of failing enterprises fall 
below $400 million annually, where- 
as the 1910-15 average was $254,- 
800,000. 


Smallest in 1919 


In 1919, the smallest number of 
business and industrial failures had 
been recorded: 6,541. The average 
liabilities of the defunct firms were 
modest, $17,500, and reflected the 
fact that they were little businesses 
which had withered in boomtime. 
But the overblown bubble began to 
collapse. By August, 1920, com- 
mercial failures marched to 673 
during the month; in October, 923; 
in December, 1,525; in January, 
1921, 1,895. By April they were 
1,847, and during the year 1922 they 
totaled 23,672. They were never to 
recede substantially —for the next 
10 years business failures averaged 
2,000 per month. 

Significant, too, was the upward 
swing of the size of liabilities. As 
reported above, average liabilities 
in 1919 were $17,500; for the years 
1920-23 they averaged $39,100. 
Large corporations felt the drain, 


and in the first quarter of 1922" ’ 


there were 306 insolvencies for 


$100,000 or more. In the year 1920- 


21 the value of all industries de- 
creased by nearly $11 _ billion. 
Profits dropped from $5.96 billion 
in 1919 to $400 million in 1921. 


Wholesalers Hard Hit 


All lines of business felt the 
weight of the avalanche, but no one 
felt it more than the wholesalers, 
many of whom were trapped with 
large inventories which they had 
garnered at boom prices. As the 
price schedules fell away, as sales 
slipped farther down the chart, 
they were unable to dispose of 
their stocks except at a loss. Op- 
erating a long-range business, they 
could not dump their stocks into 
the hands of retailers on _ short 
notice. A _ striking example was 
sugar: one large wholesale grocer 
lost $1,000,000 in three days as the 
price of sugar plummeted. 

As shocks travel like waves, they 
struck various groups at different 
times. Farmers and small business 
and wage earners were hit first, 
large business and wholesalers later. 
Banks, always subject to delayed 
action, did not feel the slump until 
around 1924. In the first quarter 
of 1920, only 11 banks failed, with 
$2 million in deposits. In 1921, 500 
failed, with $172 million in deposits; 
in 1922, 367 failed; in 1923, 646; 
and in 1924, 775—with deposits to- 
taling $210 million. 

In later years, the harrowing 
30’s, the slump, recession or panic 
—as it was variously referred to— 
of 1920-34 seemed mild. But its 


roots were the same as those which 
were to bring on a greater depres- 
sion. As the United States wages 
another war, a war fought on a 
scale beside which the first war 
seems puny, the figures which show 
the dangers to business inherent in 
inflation become more startling. 


Issues New Folder 


The Bureau of Advertising, 
ANPA, has issued a new folder 
emphasizing that news of what in- 
dustry is doing and planning, and 
news of wartime services offered by 
retailers, as transmitted through 
advertising, constitutes a vital part 
of the newspaper’s over-all role of 
keeping the people fully informed. 
Greater public reliance on news- 
papers stems not only from their 
detailed news reports, but also 
from their publication of informa- 
tion on wartime regulations, on ra- 
tioning and taxes, dimouts and 
blackouts, what to do to help win 
the war, etc., the copy explains. 
Because of these services news- 
papers are being read more eagerly 
and more thoroughly than ever, the 
Bureau declares, making them a 
better buy than ever for advertis- 
ers. 


Kalom Adds Account 


Jerome Kalom Company, Chi- 
cago, has been appointed to handle 
the advertising of Kaydaumit 
Company, Chicago, cosmetic manu- 
facturers. 


You reach 110% MORE 
Young Married Women Per $ 


THROUGH WOMEN’S GROUPS! 


Yes, from 110% to 113% More Than General Monthly 
or Women’s Service Magazines. But What’s EQUALLY 
Important Is That These Young Housewives are 

WAGE EARNER Housewives. 


OUNG HOUSEWIVES have always been best bets for most 
Va ertisers. They have growing families. 
formulating the brand habits that will guide their dollars 
all through life. They’re open-minded. You can sell them 


at less cost! 


They are 


But today—there’s a special kind of young housewife! 


The young Wage Earner housewife. Right now, with higher 
payrolls in the family, she’s reaching out for more products 
—better products—products with more health and satis- 
faction for her growing family. And as she and her counter- 
parts buy these better products, market patterns and brand 
rankings shift. You must be asking yourself—am I getting 


all of this business that I should? 


One sure way to bulk your ads in this market is to select 
among leading Women’s Groups. They are edited for and 


concentrate among this kind of woman. 


Pz 
**Who’s all wet?’’ asks an indignant littie Martha Jean, as 
the Macfadden investigator snaps the shutter. Martha Jean is a 


lucky baby. She's sturdy and strong because her folks can afford 
to give her the best of food and care. 


ne 


—and with 


INFLUENCE 


that really counts: 


/ 


The three leading Women’s Groups deliver almost eight 


million net paid circulation with an estimated readership of 
almost six million young married women.. 
America’s total of twelve million married women under 35. 


Ever conscious of her appear- 
ance, Mrs. Gray pauses in the mid 


die of one of her shopping jaunts to Time cut § _ 
add a dash of color to her lips. “I pace ari . “Th 
buy with an eye to qualily—whether = ay - c ‘Tits ; ets 
it's groceries, cosmetics, or clothes,” Grays find ittle y- 
she says to relax. ‘Reading 

says Mrs. Gray. “I can 

always find time for 
Mrs. Gray tells the True Experiences. Its 
druggist what she stories and articles seem 
wants. Now that shecan to suit me. They are 
afford the best, she wants about people like those 
to be sure she's getting it. I know.” 


. quite a slice of 


influence. 


Wm. 6. Keenan Survey, 1934 71.3% 
Reader Characteristic Survey 41-1996 74.5 
Reader Characteristic Survey #2-1937 73.6 
Starch Consumer Magazine Report, 12 

months ending june, 1938 79.2 
Reader Characteristic Survey (3-183 81.4 


Not 1, Not 2, Not 3, but 5 circulation studies 
establish younger housewife leadership 


Coverage is important—but, after all, you could send a 
sound truck or sandwich men and get coverage. 

To really win customers and build sales in this new market 
of young Wage Earner housewives, your ads need sales 


For more than two decades, one of these leading Women’s 
Groups—Macfadden Women’s Group—has been building 
sales influence through an understanding of its readers. It’s 
the kind of influence which spreads over the column rules 
of editorial and into the columns of advertising. 

It is a closeness to their way of life, their problems, their 


ane ideals, their interests. Such “know how” has come about 
63.6% through the reading of hundreds of thousands of reader- 
Wot available written manuscripts, through reader polls, through 22 years 
70.1 of successful publishing. Macfadden Women’s Group has 
69.9 been composed of the same five sturdy, understanding, 
77.0 influential magazines for the past decade — and no other 


group shares this record of stability. 


Macfadden Women’s Group is 


EDITED FOR YOUNG HOUSEWIVES IN WAGE EARNER FAMILIES 


Macfadden Women's Group 


AMERICA’S OLDEST, MOST STABLE WOMEN'S GROUP 


ANNIVERSARY 


Founded originally m 1923 — with the 
some S magarines ence *@ 


%, 1933-1943 > 


running at the highest advertis- 
ing level in many, many years. 
That is so because, today, more 
and more advertisers want to 
influence the buying habits and 
opinions of young Wage Earner 
families 
the war. 


-for now and after 
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NEW BEVERAGE 
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@ FRU-TEA is different . . . it’s special . . . it's w: 
a grand. new table beverage. FRU-TEA contains tir 
needed natural minerals and a high percentage | 
of fruit sugar... good for young arid old. Easy to in 
make ... easy to drink. Some like it hot... some th 
like it iced... but hot or cold... all agree... for be 
a refreshing drink there's nothing like FRU-TEA. 
Give it the taste test! 
Buy FRU-TEA at < 
TI 
ba 
wi 
er 
th 
ge 
"J 
of 
New copy appearing in eastern Canadian - 
newspapers is this for Fru-Tea, which is al 
distributed by J. L. Trumball Ltd., Van- “ 
couver. J. J. Gibbons Ltd. directs the al 
account. — 
m 
Beauty Manual c 
- - = th 
Cites Advertising [> 
$l 
Standards of TGA }» 
New York, July 29.—Barbara V 
Gould, Inc., maker of beauty prep- sc 
arations, has released its 1943 re- tk 
vised sales manual placing empha- o! 
sis on the list of advertising claims p 
subject to caution and those which ft 
are not acceptable according to the 
board of standards of the Toilet N 
Goods Association. 
Advertising subject to caution in- . 
cludes claims that any preparation 
may be utilized to attempt to pre- ir 
vent baldness and loss of hair; that of 
any preparation which can be ap- S 
plied to the skin as a cosmetic or Cc 
utilized as a mouth wash is antisep- ¢] 
tic unless it is a germicide; powder A 
will not clog pores; vitamins in cos- ti 
metics; all claims for hormones in k 
cosmetics. This latter claim has re- 
cently been the subject of a warn- ti 
ing by the American Medical Asso- n 
ciation. " 
Unacceptable Claims . 
s] 
The board of standards considers & }, 
unacceptable claims that the skin 
can be fed or nourished by external E 


application of a cosmetic; that any 
preparation will remove wrinkles 
or crow’s feet; that any prepara- 
tion will permanently remove 
freckles; that any preparation ap- 
plied locally will rejuvenate any 
gland or cure or prevent double 
chin or flabbiness of the facial 
muscles, or will restore the youth- 
ful lines of the face. 


To Merchant Marine 


Charles W. Barton has resigned 
as advertising manager of the Na- 
tional Furniture Review, official 
publication of the National Retail 
Furniture Association, Chicago, to 
reenter the Merchant Marine. 


TOOL & DIE acini 
2482 Fairmount Bivd + Cleveland, Ohio 


sate Suan ae a Dae eee ee Plaats bare igs rating es * rat. weet ie eg ae agit eet, SRS Fg as ope _— nO : ee ane Ee Ya a ee t <> - ieee: we 
ue d | 30 
| 3 7 NG ° * e P. 
ie by 2 Yow I 
im - wh 
a 4 a i gre 
a — fF mi 
 % ar / lar 
A = > | tie a 
; i : kin i qu 
v en ws De 
vs =, ‘Ei pal 
oe | wt. - cla 
. 0 SF 1 ex 
=: y y Sf . 
cipal ES hee = pa 
a ra Fi 2 . AB ou 
ts ts 2. Sue << 
| \ fi i a in 
“4h: “Wa = — pa 
id —————— it 
EE 
| 
a | 
4 { 
; w AR 60, ties,08)0 i | 
—_—_————————————— nn — Sn =... nn nn a  ——— --_ _ _ SS==  n  _  n  — — _a_@G@&>»jqgmzZzJrarJrv——————_—_—— | 
= ; 
Pied. a) > « 
ayes ‘<) SRMBANSM a 
a Rs ere, a : ms Pp. +. hol 
+ hee toate Y Ris wt ‘ Bier ie, ied 
ae ? Pee e " tes AS e ts oe a ; s . 
oN a Serres | 
si . ve i 
7 ia, 8 AL 7 Leas Bs, tig ae, 
. % a ae Ba as < a ‘ : 
J ; a ‘ . i f , » i 
- Soe > ~ . a? f } 
) = 
= ee 
whey hon | 
ans? 
“Z a | 
| ee 
| 
ee ee 
‘ a | 
| os , | po | ) 
“ 2 | Percent Housewife Percent Women - 
“eh? Readers ts 
oo 7 s Total Homes 
he: oe a } é 
gs ‘ ; 
see 
1 pe 
- ” _ ; 
ire OM | | 
" ql Ye | | 
re -_ * oy 
; ' Pe ~ “A pigyy > 
ae poe Pog ¢ Hrs 4 
: / TH 4 , ‘ : 
| 4 : 
" _ unique story of reader response 
: ‘tne ; ee - 
; ee 
7 
Ss ee “ - 7 ‘ ‘ ; 


Pree’ 
ig ee 


43 [i advertising Age, August 2, 1943 


Stutz Reminder 
Posters Attract 
Record Response 


Detroit, July 28.— “There used 
to be a Stutz... remember?” 

This arresting question on red, 
white and blue outdoor panels, 
greeting the eyes of automotive- 
minded Michigan residents in the 
jarger markets of the state, brought 
a flood of telephone and mail in- 
quiries to its sponsor, Walker & Co., 
Detroit outdoor advertising com- 
pany. Walker & Co, executives de- 
clare the mernory-stirring copy has 
been one of the most effective in 
exciting public interest in the com- 
pany’s 58 years of existence in the 
outdoor field. 

The copy, one of a series of post- 
ings being used in a blind cam- 
paign, was intended to focus the 
attention of many large advertising 
space buyers of the Michigan area 
on the advantage of advertising, not 
only for today, but for the great 
markets when peace comes. With 
so many of these potential adver- 
tising customers in the industrial 
field now completely absorbed in 
; war work, Walker & Co. felt the 
4 time was opportune to spur their 
‘ interest in the necessity of keeping 
e 
r 


their business names and products 
before the public. 

The initial posting in the pro- 
gram read: “Advertising is the 
voice of the present, not the past.” 
The inscriptions appear on a white 
background, with blue and red 
wording. 

J. E. Clark, the company’s east- 
ern representative, declared that 
¢| the entire promotional series is 

geared to the over-all premise, 
“Advertise or be forgotten.” “None 
of the messages carries any signa- 
ture,” he said, “for it is our desire 


oye 


MBS ‘News Letter’ 
Makes Initial Bow 


Signed by MBS president Miller 


McClintock, the network has sent) 


the first issue of its “Monthly News 
Letter” to each member of the 
chain’s stations. 

Through the “Letter,” Mr. Mc- 
Clintock will chat informally about 
the network’s plans and better ac- 
quaint member stations’ personnel 


with doings of the complete system. | 


Oseasohn to ‘Mirror’ 
William Oseasohn, recently in 
charge of contracts for E. H. Scull 
Company, New York, retail man- 
agement consultant, has joined the 
retail advertising staff of the New 


‘Post-Dispatch’ | 
Announces Ad Ban 
Outside Trade Zone 


St. Louis, July 28—To meet 
newsprint reduction orders of the 
War Production Board, the St. 
Louis Post-Dispatch this week noti- 
fied retail display and classified ad- 
vertisers that, Tuesdays excepted, 
all retail and nearly all kinds of 
classified advertising will be omitted 
from daily and Sunday editions 
published primarily for distribution 
in the territory outside the retail 
trading zone. 

The new plan does not affect 
papers distributed throughout the 


patch said. Additional days are to 
be added to the Tuesday exception 
if possible. The publication decided 
on this step to avoid any general 
limitation on the amount of adver- 
tising space an advertiser might 
use, or a reduction in circulation. 
In order to effect further saving 
in newsprint, plans are also under 
way to reduce the paper roll width, 
following changes made last year 
which effected a material saving. 
Previously newsprint consumption 
was reduced through the cancella- 
tion of circulation return privileges 
to news dealers, curtailment of 
circulation promotion, placing a top 
limit of 28 lines single column for 
help wanted advertisements and re- 
ducing the number of pages in “Pic- 
tures,” 
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number of pages in the comic sec- 
tion is scheduled for Aug. 15. 

In a letter to retail advertisers, 
the Post-Dispatch stated that since 
1941 daily circulation has increased 
nearly 20,00 and Sunday approxi- 
mately 50,000, with advertising vol- 
ume up 15%. “These gains mean 
that today our normal consumption 
of paper is materially greater than 
in 1941, thus adding to the difficul- 
ties caused by our supply being re- 
duced below the 1941 level,” it said. 


Appoints Tracy, Kent 


Davis Engineering Corporation, 
New York, manufacturer of heat 
exchange equipment for the indus- 
trial and marine fields, has ap- 


York Mirror. 


city and trading zone, the Post-Dis- 


ure section. 


the Post-Dispatch rotograv-| pointed Tracy, 


A reduction in the! York, as its agency. 


Kent & Co., New 


COMMUNITY SECURITY can only be 
generated by informed, co-operative, 
active civilians. You can emphatically 
portray the many ways in which every- 


WANT A WAR JOB 
for your Advertising ? 


Here Are Three 
Red, White and Blue 
Opportunities Ready 
for Your Sponsorship! 


nin that any benefits should accrue to one can help to advance the war pro- 
Ve, cll. forms of established media gram on the home front — with these 
; _ rather than to our own service less-than-a-minute OCD films — on the 
rp rm .. peg plan to continue community theatre screens that you 
— fy nsin a ie a the re- designate, as official sponsor. These 
“These ere mang exntaples of government-approved films teach YOUR FIRM NAME and spoken mes- 
concerns which ceased their adver- teamwork, self-reliance, neighborliness. sage—as picturized below accented 
tising efforts during World War I, As sponsor of this important War-Effort by musical background, can climax 
JW cickted and thet it was cither im-| Campaign you can build substantial the showing of these DPR cially im 
A possible or very expensive to re-| Community good-will for your business Campaign lways officially in- 
gain their standing with the public.| by impressing large, responsive audi- troduced as demonstrated above. Un- 
rbara § We thought we could contribute in ences with the extra impetus you are der your sponsorship, these films will 
ro. thet” oe Oe ceeee at oy giving to the drive for victory! Your help the people of any community to 
pha- J of shortages and limitations of| identification as sponsor is handled in ily Seen’ Se wey and how of 
laims § procedure for the markets of the voice plus music at the end of each rationing. Patriotic citizens are only MANPOWER is today’s most impor- 
vhich future.” campaign film as indicated below. too = to — a when vod tant production problem. Work injury 
Bove ——— are shown that such deprivations def- ‘ 
foilet § New Brochure Follows initely help to win the war. Timely ‘ts ox die ads 
n ine § Ad Council Broadcast — sg ge these “Le ~ yoy A ild deadly enemy within. Your advertis- 
ation Bf Following up the War Advertis- wanes Row rememng Saye te bu ing can render a great humanitarian 
aoe a Council’s nationwide broadcast = pony wer morale by dividing up service to both management and labor 
 a0- | Service’ in’ cooperation ‘with’ the be cle to get c fois hare, “What ~,? il who live and work in the otis 
ic or I Council, has releas “ a and towns of industrial America. Your 
HiseD- ;, nas released a new bro more effective and constructive war 
a chure, “A War Message in Every iob find { ‘sing? company name and safety appeal on 
gous EOS for distribution among adver- jeS Can you or your advertising theatre screens in war-plant communi- 
s- users, advertising agencies and a i i 
es in long list of publications. Ps ne on epson of this oer Safety paet 
= _The booklet contains representa- ion-picture campaign — the first and 
sal lve insertions of war advertising only ever produced under the super- 
ss messages, Range | the aeure x... vision of the U. S. Department of Labor 
war advertising, and points out that —wi i 
it is ERO Eee On mae a will forge surety today and security 
, ber of advertising campaigns be- see te tomorrow. These films are official Labor 
siders hind war messages. rn s uto ps eontgapsce presentations — as shown 
sk above—and they are closed by you in 
ternal . " . . YY 
— Roffman Joins Hillman your capacity as exclusive sponsor. 
inkles Richard H. Roffman has joined 
para- Hillman Periodicals, New York, as < ye 
1o0Vve rector of public relations and pro- o> & mee. 
ve Bh director of p p CAMPAIGN FACTS 


Each campaign includes 26 different 
subjects—one shown every other week 
at every performance during week — 
screening guaranteed. These less-than- 
a-minute films can be sponsored na- 
tionally, sectionally or locally. Com- 
munities to be covered and theatres to 
be used in those communities are se- 
lected by the sponsor. Cost of spon- 
sorship is amazingly reasonable, since 
there is no production cost to the spon- 
sor. Low distribution rates cover 
everything. Commissionable to recog- 
nized advertising agencies. 


If it’s 
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Proudly Sponsors This 


If you want a real war job for your 
advertising—if you want your busi- 
ness to participate in a program 
that will build and maintain COM- 
MUNITY SECURITY—write SCREEN 
BROADCASTS for complete infor- 
mation about these unusual WAR 
ADVERTISING PROJECTS. 


you want... 
TAKE 
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NEW HAVEN 


The Register is rated* the | 
7th test market in the U.S. | 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- | 


"*'THE NATIONAL—NETWORK OF THEATRE COMMUNICATION" 


SCREEN B 


923 15TH-STREET, N. W. 


*ladependent Sarvey of Providence Bulletio 


WASHINGTON, D. C. 


MOTION PICTURE ADVERTISING SERVICE CO., INC. NEW ORLEANS, LOUISIANA 


Distributors in Southern, Atlantic and New England States 


UNITED FILM SERVICE, INC., KANSAS CITY, MISSOURI 


Distributors in Northern, Mid-Western and Western States 
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_SHERBET'S GOOD, TOO 


"Why do we have , 
to pay as much for Sherbets 


as for Ice Cream?” } 
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One of a series of newspaper edvertise- 
ments scheduled for New England ter- 
ritory by General Ice Cream Corp., 
division of National Dairy Products Corp., 
to tell consumers of the goodness of 
Sealtest real fruit sherbets and to help 
dealers overcome sales resistance to the 
product. McKee & Albright, Philadel- 
phia, handles the account. 


Sealtest Copy 
Helps Dealers 
Sell Sherbets 


New York, July 28.—General Ice 
Cream Corporation, division of Na- 
tional Dairy Products Corporation, 
has released a special newspaper 
advertising campaign in the New 
England territory for its Sealtest 
fruit sherbets, designed to break 
down consumer resistance to the 
product in the face of limited pro- 
duction. of Fro-Joy Sealtest ice 


» ¢ream, and to obviate the necessity 


for dealers to answer numerous | 
questions when making suggestions 
to ice cream consumers to take part 
of their order in sherbet. 

The campaign opened in seven 
New England cities and is being ex- 
panded to include additional cities 


throughout the territory following 
favorable reaction after the first in- | 
sertion. Each advertisement, of | 
which there are four, is captioned | 
with a pertinent question on sher- 
bets, such as “Why do we have to 
pay as much for sherbets as for | 
ice cream?’’, “Why am I asked to 
take part sherbet and part ice 
cream?”, “Why are your Sealtest 
fruit sherbets so different from 
other sherbets?”, and “Why can’t 
we get bulk ice cream to carry | 
home?” 

Each question is answered in de- | 
tail. Copy of the first advertise- | 
ment explains that Sealtest fruit | 
sherbets cost as much to make as | 
ice cream, some even more; sher- 
bets require twice as much sugar 
or sweetener than ice cream; re-| 
quire twice as much fresh fruit or 
fresh fruit juices as corresponding | 
flavors of ice cream; and since real | 
fruit sherbets freeze more slowly | 
than ice cream and take longer to | 
harden, labor and_ refrigeration | 
costs are higher. 

The campaign was initiated after 
a survey in the trade convinced the 
company that dealers could be 
greatly relieved of the burden of | 
promoting sherbets by a series of 
informative advertisements ex- 
plaining the merits of the product, 
offered for sale in bulk or in com- 
bination with ice cream. 

On the assumption that other 
National Dairy dealers may be 
faced with the same situation in 
territory outside the New England 
states, Sealtest has distributed 
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INDIANA 


MARKETS 


In Fort Wayne, Indiana's 2nd 
largest market, retail sales for 
the first 6 months this year are 
up 14% over last year. Bank 


debits show an increase of 
i ms 


The News - Sentinel 


Fort Wayne's Good Evening Newspaper 
FORT WAYNE, INDIANA 
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proofs of the series in the event 
such dealers wish to place adver- 
tisements in their localities. The 
company has also reprinted the en- 
tire campaign in booklet form, with 
additional data on ice cream and 
sherbets, for general distribution to 
its dealers. 

McKee & Albright, Philadelphia, 
handles the account. 


WDSM Joins Blue 

Station WDSM, Superior, Wis., 
has become affiliated with the Blue 
Network as a basic supplementary | 
station, bringing the total number | 
of Blue affiliates to 159. Robert D. | 
Kennedy is manager of of the station. | 


Erbe Joins WNEV WNEW 


Carl Erbe has joined Station|maximum use of the space en- 
closed, as well as foundations, floors, 
walls, ceiling, partition, rooms, and 


WNEW, New York, as director of 
public relations. 


No Miracles 
Expected in 
Homes of Future 


openings. Installed equipment will 
| provide for heating, air condition- 
|ing, sanitation; and as now, pipes 
will deliver water and remove 
| waste. 

| There will be automatically-op- 
erated refrigerators and food prep- 


New York, July 27.—Evolution- | aration will be facilitated by many 


ary progress and not miracles will electrical devices, he said. 
|bring about the greatly improved | will be a garage for the family au- 


There 


houses which will be built in the|tomobile, perhaps in time a garage 


postwar period, and the house of | for the 


family helicopter. Mr. 


the future will perform the same’ Stowell claims that “the house of 
functions as the house of the past | the future will probably be put to- 
and the house of the present, ac-| gether more rapidly than the house 


cording to Kenneth K. Stowell, edi- 


|of the past, thanks to the evolving 


tor of Architectural Record, writing | techniques of the building indus- 


in the July issue of the magazine. 
With regard to the house itself, 
| Mr. Stowell asserts that it will have 


| rooms thoughtfully planned 


try.” 


National Names Ross 


F. LeB. Ross has been appointed 
general advertising manager of 
National Breweries, Montreal. 


Advertising Age, August 2, \943 


Diamond Promotes Fraley 


Fred W. Fraley, who has een 
with the company for the past 5 
years, has been named vice-) reg;_ 
dent and director of sales of Dis. 
mond Alkali Company, with heaq-. 
quarters in Pittsburgh. 


Toins McGraw-Hill 

Edward M. Schellenger has } jineg 
the Philadelphia staff of McGraw. 
Hill Publishing Company to wor, 
on its three aviation papers, Avigq- 
tion, Aviation News and Air Trans. 
port. 


McHale Joins Agency 

William McHale, formerly wit 
Columbia Pictures and Buchanan 4 
Co., New York, has joined Kayton- 
Spiero Company, New York, «: 
copy chief. 


P Agencies have ‘it in advertising . 
“Constant diversification over a wide variety of businesses 


gives the advertising man. knowledge in an extra dimen- — 
sion beyond the three dimensions of his own business. This 


is real. Business men eee is ar ee 


Chilton hes it in publishing . 


In effect, the “Ath dimension” is @ panorama-in-cross-sec- 
tion, made possible by the ae of specialists who 


when 0 Prega arise, sap be eo Pisses men fed oad 
say, “Let's call Chilton.” CHILTON COMPANY (Inc.) 
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Friend Leaves ‘Mirror’ 


ted Friend, for the past 11 year: 
with the New York Mirror in ex- 
ecutive and editorial capacities, has 
resigned to become publisher of the 
Lassen Advocate, Susanville, Cal., 
which he has recently purchased. 
Mr. Friend will continue with the 
Mirror until Aug. 20, when he will 
proceed to the coast to assume his 
new duties. Mrs. Friend, known 
as Dorothy Kay in business life, 
wil! remain in New York until June, 
1944, when she will liquidate her 
publicity business to join her hus- 
band. 


Artist Joins Turco 


Clyde Diltz, formerly with West- | 


ern Advertising Artists, has joined 
the advertising 
Turco Products, Inc., Los Angeles. 


department of 


Ad Offers Jobs 
to Disabled 
Ex-Service Men 


New York, July 28.—Gray Manu- 
facturing Company, maker of pay 
station coin box telephones and 
other electrical equipment in peace- 
time, but now devoted to war pro- 
duction, placed an unusual one- 
time insertion of 532 lines in to- 
day’s Herald Tribune offering jobs 
to disabled and incapacitated ex- 
service men in the company’s plant 
in Hartford, Conn. 

Headed “A sincere message to 
disabled and incapacitated ex-serv- 
ice men,” copy said there are jobs 
open in the plant which such men 
can fill: jobs involving little ac- 
|t'vity and moderately manual but 


| which are important. “Our desire 
|to help you get ‘into production’ is | 
| not based on sympathy or On a 
sense of obligation,” the message | 
| says, “but on the cold, hard fact) 
| that we know you want to work for 
victory. We and the country need | 
your continued help.” 

The advertisement tells how w) 
| obtain interviews with the com-| 
pany’s personnel director, and says. | 
“We would like to help you fit| 
yourself back into a happy produc 
tive life,” adding that “Your pres- | 
ence here will be an inspiration and 
incentive to us to give our best to | 
war production.” 
Many Responses 


Somewhat similar copy appeared | 
in the Hartford Courant and Times | 
|on March 23. A company spokes- 
man told ADVERTISING AGE that the) 
nsertions elicited responses from | 


‘the 
i: 
F 


a ai ‘ a. 33 
many incapacitated people in civil- | WARTIME CODE 

ian life who, because of their phys- | 

ical handicap, did not know where | THE WHITE HOt SE 


to seek employment. 
In the financial section of the} 
same edition of the Herald Tribune,| | Sy , | 
the company used a 210-line inser-| | OTATEMENT OF 
tion directed “To industrial plant 
owners,” calling aitention to the 
foregoing advertisement appearing | 
on page six, saying, “We are run-| 
ning this advertisement because we 
believe in it; because we think it 
will help meet a situation that is | 
developing faster than you may | 
think.” 
This “situation” is amplified by a | 
statement Secretary of War Henry | 
L. Stimson made at a recent press | 
conference, warning that future | 
military operations are likely to es} 


POLICY: 


{ 


which deals with the temporary 
suspension of all special sales with 


the exception of seasonal clearances! 


volve much greater numbers of 
people than the 90,860 war casual- 


5 SE i . 
6” le at i Dat lei 
ea Sea ee, 


Lecueutitepentiasten 


| 

| The White House, El Paso, Tex., depart- 
ment store, ran this newspaper copy last 
| week to announce its suspension of all 
| special sales with the exception of sea- 
| sonal clearances, a policy to be in effect 
| for the duration, in line with WPB's code 
| of selling practices designed to discou- 
| rage excess buying. 

} 


ties announced by the War and 
| Navy departments. 

“Therefore,” says the advertise- 
ment, “we pass the idea along to 
you and invite you to use it also 
. .. in the public print... for the 
public good.” 

Advertising was placed direct. 


DISCHARGED SOLDIERS 
POSE JOB PROBLEM 

Washington, July 28.—Combat- 
disabled members of the armed 
forces are returning home in 
steadily increasing mumbers and 
the list of those honorably dis- 
charged for other reasons is rap- 
idly lengthening, according to tne 
War Manpower Commission. 

The WMC has set up and started 
functioning machinery for finding 
jobs for aischarged war veterans, 
an undertaking of expanding size 
and importance, and has piedged 
itself to place returned veterans in 
gaintul and essential employment 
or refer them to the proper agen- 
cies for rehabilitation and training 
and thereafter accord them selec- 
tive placement. 

The WMC’s “veteran employ- 
ment service division’ will initiate 
and develop placement programs 
and policies to be carried out 
through WMC regional, state and 
area offices. It will also put men 
in the tieia to “give individual at- 


tention to veterans with special 
employment problems.” 
Employment service representa- 


tives will go into Army and Navy 
hospitals and provide registration 
and placement service to disabled 
| veterans prior to their discharge. 


Cotton Council to 
Stress School Openings 


The freshness factor of back-to- 
| school cottons will be featured in 
| the September promotion of Na- 
tional Cotton Council and Cotton- 
| Textile Institute, which will be 
| spearheaded by a page in the Sep- 
tember issue of Parent’s Magazine. 
' | A wide variety of retail tie-in 
a | material, including blow-ups of the 
advertisement, counter cards, sug- 
gested newspaper copy, etc., will be 


| 

4 | 
: 

made available. 


“Yes, suh! We BOTH gonna 
WFDF Flint Michi- 
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*Banking’' Urges 
Copy Now to Sell 
Postwar Goods 


New York, July 27.—Disagreeing 
sharply with those economists and 
business specialists who believe it 
is too early to discuss postwar prod- 
ucts in paid space, a study in the 
August issue of Banking, official 
organ of the American Bankers As- 
sociation, declares that business 
should give immediate attention, 
through advertising, to build up a 
demand for specific products in the 
postwar period. 

The survey, prepared by William 
R. Kuhns, editor, points out that 
since the outbreak of the war the 
bulk of industrial and business ad- 
vertising has been devoted to de- 
scribing the war work of individual 
companies. Too little effort, Mr. 
Kuhns believes, has been given by 
business men to acquaint the public 
with new products, to maintain the 
demand for former civilian prod- 
ucts, and to do a thorough job of 
encouraging the public to save now 


, in order to buy specific merchandise 
| when the war ends. 


“The longer the war lasts,” says 
Banking, “the more reselling, re-ad- 
vertising and reeducation it is go- 
ing to take. There will be a hurdle 
of sales resistance to overcome un- 
less a vigorous and intelligent sell- 
ing effort is continued during the 
war years, and it should be aimed 
at more than keeping a name before 
the public. There will be plenty of 
buying of familiar goods once they 
are available, but it is the new 
products that will take selling, no 
matter how attractive they are.” 


Heads N. Y. Office 


Following the recent death of 
Grover Rethenburg, Vincent J. Kel- 
ley has been placed in charge of the 
New York office of Noee, Rothen- 
burg & Jann, newspaper represen- 
tative. 


Gets New Accounts 


American Steel Wool Manufac- 
turing Company, and Velveray Cor- 
poration, New York, have appointed 
Alfred J. Silberstein, Inc., New 
York, to handle their advertising. 


Gnerwas Rice Granary 


—AROUND CROWLEY, 


LOUISIANA— 


IS IN WWL-LAND! 


and so are 10,000,000 customers from five different states! 


Fo 


ana’s annual rice crop! 
land, represents _ still 


South market, 


WWL. 


WWL sales message! 


powe rful! 


‘NEW ORLEANS 
—CLEAR CHANNEL 


The Greatest Selling POWER in the South's Greatest City 


CBS Affiliate —Nat'l Representatives, The Katz Agency, Inc. 


50,000 WATTS 


$15 ,000,000- that’s the Value of Louisi- 


prosperous capital of Louisiana’s rice- 
another Deep 
completely covered by 


NOT JUST EVERY RADIO in New 
Orleans, or Louisiana, but every radio 
in the Deep South can bring home a 
For hundreds of 
miles, no other station is even half as 


And Crowley, 


Advertising Age, August 2, 1949 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men. 


It is presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column, 


July 19. Studied some records of a 
split-run copy test which were said to 
indicate that pictures of the product in 
use were far better than any human in- 
terest ones. In this one case the record did 
indeed indicate this; but no scientist would 
deduce a summer from one such swallow. 
Too hasty generalizations from very limited 
evidence are still the curse of too many of 
our copy researchers. 


July 20. Amazed to find myself listed 
as an “Economist” in the new directory of 
a club to which I have been admitted. I 
wish I could believe that this meant a 
recognition of the actual and important 
part which advertising plays in economics, 
but I am afraid it is just another bit of 
genteelism and inteMectual snobbishness. 
I can see the serious-faced committee who 
compiled the directory puzzling how to list 
me without letting that terrible word “ad- 
vertising” tag along. 


July 21. Years ago there was a dis- 
tinguished economist at the University of 
California who held that his profession 
would never really get anywhere until it 
had blended with it that of the social 
psychologist. That always appeared to 
me to be profoundly true. In a work-a- 
day way the advertising man may repre- 
sent a foreshadowing of that blend. If 
the rise of doctors and surgeons can be 
traced up a barber’s pole, to what heights 
may we not yet climb? 


July 22. If there is any blame to be 
placed for the confusion in Washington, 
says my old neighbor Harold Ickes, it 
should be on the business men there. 
Speaking from some experience in that 
quarter, I would say that the business men 
who were called in have made only one 
major mistake, namely, being willing to 
accept great responsibilities without ade- 
quate authority to deliver on them. Some 


have done this because they were prom- 
ised the authority and then found the 
promise not kept; some because they were 
then too patriotic to leave in the midst of 
an emergency; some because the light that 
beats about the throne, once enjoyed, is 
hard to withdraw from. Chester Davis is 
the only one who had the courage to show 
up the situation exactly as it is; and, the 
resulting attempt to besmirch him was a 
most unbecoming performance. 


July 23. Today I heard a tot of four ask 
its mother for a Kleenex on which to blow 
its nose. Think of the brand; goodwill and 
business asset inherent in such an incident! 
Patents come and patents go; but the sta- 
tistical probability that this child and mil- 
lions like him will go on following their 
established habits is where the real fu- 
ture of any business lies. 


July 24. A friend who has been down 
to Mexico on a business trip brought me 
back a pair of tapaderos. So, attaching 
them to my stirrups, the palomino and I 
tried them out today in a three hour ride. 
Part of the enjoyment in horseback riding 
is undoubtedly related to the heroic pro- 
portions one takes on, in one’s own mind. 
Tapaderos increase this by giving a swag- 
ger to the outfit, and adding a touch of the 
dashing caballero. 


July 25. In a village near my farm there 
is a little dining place, run by a French- 
man and his wife, Charlie and Mimi. 
Charlie was a sailor in the French Navy 
in the last war, and later a speak-easy op- 
erator in New York. Now he works by day 
in an essential material mine, to help beat 
the Germans again, and by night oversees 
his restaurant. When I dropped in this 
evening he was all wrought up over the 
merits of DeGaulle versus Giraud. What 
a rich and varied country this is! 


——— 


RCA Starts 


Campaign for 


Industrial Music 


Camden, N. J., July 28.—Radio 
Corporation of America’s Industrial 
Sound and Picture division has 
launched a business paper campaign 
keyed to the theme, “How music has 
quickened the tempo of war pro- 
duction.” 

Insertions are illustrated with 
scenes from _ various industries 
showing RCA equipment in use, and 
copy says that “Among today’s sol- 
diers of production, ‘industrial 
sings’ and the playing of recorded 
music during the workday lift mor- 
ale, build team spirit, and encour- 
age friendly cooperation. 

The advertisement is tied in with 
a current tour of industrial plants 
by RCA’s director of patriotic 
music, Lucy Monroe, under the au- 
spices of the WPB. Miss Monroe is 
conducting “industrial sings” on her 
itinerary, and one advertisement 
shows her leading a noontime 
“sing” of 12,000 employes of the 
Tampa Shipbuilding Company. An- 
other shows workers at the Botany 
Worsted Mills with RCA loud 
speakers overhead bringing breezy 
tunes. 


Provided That “Lift” 


Copy adds that at the opening of 
each shift selections by great Victor 
artists from RCA’s industrial music 
library get employes off to a good 
working start, while world-famous 
bands provide a “lift” during fa- 
tigue periods and help reduce waste 
motion. 

“Whistling, humming while they 
work—today’s production soldiers 
are happier, less tired, more ‘in 
tune’ with their jobs, if they’re 
given the benefit of an intelligently 
directed industrial music program,” 
the advertisement says. 

Kenyon & Eckhardt is the agency. 


Opens Capital Bureau 


A Washington Bureau, Gannett 
National Service, has been organ- 
ized to serve the chain of 21 Gan- 
nett Newspapers. Cecil B. Dick- 
son, formerly with International 
News Service and Associated Press, 
and more recently with the Chi- 
cago Sun, is chief of the bureau. 


Free & Peters Elects 


Sherman Barnett 


Sherman R. 
Barnett, Chicago 
attorney, has 
been elected sec- 
retary and treas- 
urer of Free & 
Peters, radio sta- 
tion representa- 
tive. Mr. Bar- 
nett, who has 
served as attor- 
ney for Free & 
Peters and 
Wright -Sonovox, 
has been a mem- 
ber of the Free 
& Peters staff 
since last September. In his new 
post he will devote all his time to 
the business management and legal 
affairs of the corporation. 

H. Preston Peters has been re- 
elected president; J. W. Knodel and 
Russel Woodward, on leave in 
the Navy, vice-presidents, Virginia 
Weber, assistant secretary-treasurer 
and James L. Free, chairman of the 
board. 


S. R. Barnett 


Mack Names Fenner 


D. C. Fenner, public relations di- 
rector, has been named acting man- 
ager of the sales promotion depart- 
ment of Mack Trucks, Long Island 
City, N. Y. He succeeds M. C. 
Horine, now serving as special con- 
sultant to the director of the au- 
tomotive division of the WPB, 
Washington, D. C. 


Young Appointed V. P. 
Western Metals Specialty Mfg. 
Company, Milwaukee, has _ ap- 
pointed Fred M. Young, formerly 
president and general manager of 
the Young Radiator Company, Ra- 
cine, Wis., as vice-president and a 
member of the board of directors. 


Campbell in New Post 


Robert V. Campbell, for the past 
three and a half years national ad- 
vertising manager of the Rocky 
Mountain News, Denver, has re- 
signed to become advertising direc- 
tor of the Star-Journal and Chief- 


j 
Ve 


market. 


Tue Baawnam Company, Nat IR 


< You bet, 
“\ there's something new 
under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 

offers advertisers a new and highly responsive 
Advertisers now find a new newspaper 
“buy” in Chicago, for — 


tain, Pueblo, Colo. 


— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 
cally and efficiently. 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


CHICAGO'S MORNING TRUTHpope’ 


: Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, 
Los Angeles, Memphis, New York, St. Louis, Sen Freacieco, Seattle. 
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Advertising Age, August 2, 1943 
'‘PARTY—WE HOPE’ 
We're Giving 
A Theatre Party (we hope) 


Civic Auditorium Sunday Night... 5000 Free Tickets at Samuel? 


+ me ever amen and mowe to the Cote 
Radinoran Nnwavcesmeet of tee change bem «mee 


ART LINKLETTER snd our Sertiny 
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con Macha Street tappecite the Keapartam San Franciace © Bronkway ot Seventernth, Oubland 
Samuels, San Francisco jeweler, aired its 
union trouble in this large-space news- 
paper copy announcing its annual party, 
an enlargement of its weekly radio pro- 
gram. The Musicians Union's demands 
for hiring a large orchestra for the show 
were not acceeded to, so copy warns 
guests “you may have to face a picket 
line . . . one thing please do not ask 
us to do—be coerced into employing an 
orchestra neither needed nor desired.” 


Toledo Scale to 
Use Ad Campaign 
Throughout “43 


Toledo, O., July 28. — Toledo 
Scale Company will continue its 
advertising campaign for the last 
half of 1943 in approximately the 
same list of business and technical 
publications used during the first 


portion of the year. About 23 
papers are on the list. 
Publications in the _ industrial 


field have a basic circulation of up- 
wards of 550,000, while those carry- 
ing retail advertisements reach 
more than 200,000 leading food re- 
tailers of the county. The company 
is continuing to use publications 
which reach the important peace- 
time market. 

Full-page advertisements are de- 
signed to keep users of the com- 
pany’s scales informed of the prog- 
ress and achievements of Toledo 
research and engineering, and to 
point out new opportunities for im- 
proved weight control in _ their 
plants, in addition to getting in 
touch with Toledo Scale repre- 
sentatives as the best source of 
“know-how” when new _ control 
problems come up in connection 
with their operations in the future. 

Beeson-Faller-Reichert, Toledo, 
handles the account. 


Zanuck to Film ‘One 
World’ in 9 Languages 

Darryl F. Zanuck, vice-president 
in charge of production of Twen- 
eth Century-Fox Film Corpora- 
ton, which has purchased film 
rights to Wendell Willkie’s best 
seller, “One World,” has announced 
the picture will be sound-tracked 
in nine languages, including French, 
German and Italian, for showing in 
those countries when they are re- 
leased from Axis domination. “One 
World” has sold more than 1,600,- 
000 copies, with profits being do- 
nated by Mr. Willkie to wartime 
charities. 


_——— ~~ 


AFTER Y/CTORY 


Whet is going to happen te your plant 
when your wer contrects are cancelled? 


‘wes with vision ore looking into the Diesel 
¥ ~ one of the two mndustries thot will come 
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Joan Lane Promoted 


Joan Lane, acting CBS trade 
news contact for the past five 
months, has been appointed trade 
news editor of the Columbia Broad- 
casting System, New York. Miss 
Lane joined CBS in May, 1942, as a 
member of the magazine division 
of the publicity department and 
later transferred to the trade sec- 
tion as assistant to Ralph Gleason, 
then trade news editor and now a 
member of the Overseas Branch of 
the OWI. 


Farmer Appoints Loveton 
John W. Loveton, who early this 
month formed his own agency in 
New York, last week announced his 
first account, R. W. Farmer, Chi- 
ago custom tailor. Advertising 
plans have not yet been formulated. 


‘Business Week’ Issues 
Booklet on Vitamins 


An attractive booklet titled 
“Vitamins Go to War,” which is a 


reprint of a detailed survey of the| 


subject which appeared in the July 
10 issue of Business Week, has just 
been issued to subscribers. It 
covers the complex subject of vita- 
mins authoritatively in laymen’s 
language. Extra copies may be 
had at 20c each. 


Place New Copy 


Corbin Lock Company of Can- 
ada, Ltd., Belleville, Ont., has 
launched an institutional campaign 
in trade and business papers, de- 
scribing its war production. E. W. 
Reynolds & Co., Toronto, is the 
agency. 


Advertising Specialty 
Group Meets Sept. 20-22 


The Advertising Specialty Na- 
tional Association will hold its 40th 
anniversary convention and spe- 
cialty fair at the Palmer House, 
Chicago, Sept. 20-22. 

Both war and postwar problems 
will be discussed at the sessions. 
Officials claim the convention will 
result in actual transportation econ- 
omies, since it is included in reg- 
ular fall trips by many manufac- 
turers and retailers, and new lines 
will be presented at a central point. 


Name Tracy, Kent 

Davis Engineering Corporation, 
Elizabeth, N. J., has appointed 
Tracy, Kent & Co., New York, ad- 
vertising and marketing consultant. 


35 
Coming 
Conventions 


Sept. 20-22. Advertising Spe- 
cialty National Association, conven- 
tion and specialty fair, Palmer 
House, Chicago. 


Sept. 27-29. Southern Newspaper 
Publishers Association, annual 
meeting, Arlington Hotel, Hot 
Springs, Ark. 

Oct. 12-13. Inland Daily Press 
Association, fall convention and an- 
nual meeting, Hotel Sherman, Chi- 
cago. 

Oct. 19-21. Financial Advertis- 
ers Association, convention, Edge- 
water Beach Hotel, Chicago. 


From Taft to FDR; from Kuibyshev 


T's ALMOST as if Edward Folliard 
I carried a mike with him on his 
“beat,” so arrestingly vivid is his 
reporting of the news. His WTOP 
shows (Monday through Saturday 
— 6:00-6:10 PM.)* are not only 
comprehensive analyses of world 
affairs, but also on-the-spot, eye- 
witness accounts of Washington 
affairs —of everything that makes 


headlines in this hub-city of a war- 


ring world. 


Folliard (for many years on the 
Washington Post) knows Washing- 
ton. He has seen every inaugura- 


tion since Taft’s: he has covered 


Represented by Radio Sales, the SPOT Broadcasting Division of CBS 


time of Washington experience. 


almost every important event here 
for 21 years. His beats have run 
the gamut from the police courts 
to the White House. 

And Washington knows Folliard. 
Of all the first-rate newscasters and 
analysts whose broadcasts origi- 
nate in the capital, he’s the only 
one who was born and raised in 
Washington. He has a knowledge 


of capital affairs based on a life- 


With Edward Folliard keeping 
the local situation well in hand. 
and the world-wide staff of CBS 


correspondents reporting from far- 
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WASHINGTON’S 
50,000 Watt Station 
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to “K” Street... 


flung points, it’s not surprising that 
WTOP is TOP in news —as it is in 
all-around programs in Washing- 
ton, too! That bluntly explains why 
there are more advertising dollars 
now invested in WTOP than in 
any other radio station in the 
nation’s capitol. 
* Now available for sponsorship. 


Ask us or Radio Sales. 
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NBC Moves Costello 


Ned Costello, formerly in NBC’s 
New York spot sales department, 
has joined the network sales de- 
partment, replacing Gordon Mills, 
who resigned recently to become 
business manager of the radio de- 
partment of Arthur Kudner, Inc. 
Before joining NBC last year, Mr. 
Costello was with O’Mara & Orms- 
bee, newspaper representative, New 


York. 


Agency Moves Quarters 

Bresnick and Solomont, Adver- 
tising, has moved to new offices in | 
the Union Savings Bank building, 
216 Tremont St., Boston. Coinci- 
dental with the move is an expan- 
sion in the art and _ production 
departments. 
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HOLC Using Paid 
Space fo Sell 
10,000 Homes 


62 Eastern Dailies 
in Seven States 


Are on Schedule 


New York, July 27.—An unusual 
newspaper advertising campaign— 
unusual in that it is being paid for 
by a U. S. government department 
—has been launched here by the 
New York regional office of the 
Home Owners Loan Corporation 
using space in 62 newspapers in 
seven eastern states. 

The object of the campaign, 
which will extend over three 
months with two insertions a week 
in each newspaper, is to sell 10,000 
homes now held by the HOLC, with 
an aggregate value of $50,000,000. 
Designed to take advantage of the 
current demand for homes evi- 
denced in the real estate market, 
the drive will be supported by ex- 
tensive publicity, window posters, 
and a cooperative advertising tie= 
up financed in each city where the 
HOLC advertising appears by local 


: real estate brokers. 


First insertions were made July 
22 in the newspaper list, using 100- 
line copy prepared and placed by 
the United Advertising Agency, 


Newark, N. J. Text of the adver-| 
tisements calls attention to HOLC) 


buying opportunities, educates the 
public to better acceptance of 
HOLC advantages, and urges pros- 
pects to visit a broker at once. A 
large “For Sale” sign is featured in 
every advertisement, as well as a 
replica of the HOLC approved sales 
broker insignia. 


Meetings Spark Drive 


Sparking the advertising drive 
were two meetings, one in New 
York and one in Boston, held a few 
days before first copy appeared. 
These were attended by HOLC con- 
tract sales brokers and manage- 
ment brokers, field men, appraisers 
and zone supervisors of HOLC. 

“There were the usual pep-talks 
and campaign-purpose discussions 
so familiar in private business in 
the prewar period,” said Emanuel 
London, vice-president and account 
executive of United Advertising 
Agency, who has been active in 
large real estate promotions in New 
York and New Jersey for a quarter 
of a century. “But most important 
of all, the workers in the campaign 
went back to their communities 
literally thrilled that here was a 
government agency actually spend- 
ing its funds in promoting sales of 
real estate which meant increased 
business for the brokers. They in- 


Meet 


‘Troy is an important metal-working center. The 
blast furnace of the Republic Steel Corp. here, for 
instance, turns out the nation’s highest grade pig iron 
which English steel-makers now 


Swedish iron. 


Alloy steels: plane, tank and automotive parts, 
guns and cannons, valves, precision instruments, rail- 
road specialties, agricultural machinery 
but a few of the many metal products made by Troy 


A.B.C, City Zone plants. 
The thousands of “men 


workers with big earning power, hearty appetites and 
a gusto for living. They and their families are folks 
you ought to know about, folks you want to know 
about you and your products. 


Tell your story to them 


politan center of 115,000 consumers through The 
Record Newspapers, sole dailies. 
vide blanket coverage at one rate of only 12c¢ per line 
they make Troy New York State's lowest cost major 


market. 


Troy’s “Men of 


use in place of 
these are 


of iron” here are essential 


and the rest of this metro- 


Because they pro- 


Kaufmann & Fabry 


Iron” 
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B Tiss Foundry 
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THE TROY RECORD 


THE TIMES RECORD | 


J. A. Viger, Advertising Manager 
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\ 
ENJOY ......— 


COMFORT through their growing 


HOME OWNERS’ LOAN CORPORATION 


years ...and have a debt-free and resbtren 
HOME by the time they reach maturity .... 
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THERE'S AN H.0.1.C. HOME TO FIT YOUR NEEDS AND INCOME 


This is a typical advertisement of the New York Regional Home Owners Loan 

Corp., appearing in 62 newspapers in seven Eastern states in a drive to sell 

$50,000,000 worth of homes now held by HOLC within three months. 
Advertising Agency, Newark, N. J., is placing the copy. 


United 


dicated they would gladly sign up 
for the local tie-up program of ad- 
vertising when they learned that 
their individual cost of participa- 
tion would be met by their commis- 
sion on one $5,000 sale.” 

The tie-up copy will consist of a 
full page a week carrying the mes- 
sages of the individual brokers and 
paid for by them. Their advertise- 
ments will be grouped around a 
replica of an HOLC advertisement 
which has been blown up to double 


size and centered in the page. 

To put further power behind the 
government advertising drive, an-| 
other convention will be held in| 
New York Monday, Aug. 2, at the 
Commodore Hotel, attended by ad- 
vertising directors and _ salesmen, | 
real estate editors and others repre- | 
senting newspapers on the schedule, 
as well as representatives of maga- 
zines and business papers. Speak- 
ers will be a number of HOLC of- 
ficials, including Charles F. Cotter, 
general manager of the New York 
region; J. Stanley Baughman, dep- 
uty general manager; Robert M. 
Kerr Jr., assistant regional manager 
in charge of property management; 
and Mr. London. 


Confident of Results 


“I have always been a strong 
believer in advertising,” Mr. Cotter 
said, “and I am confident this effort 
will show excellent results. This is 
not a forced sales drive, but an 
orderly disposal of properties in 
keeping with the current demand 
for homes.” 

According to Mr. Cotter, this is 
the first time to his knowledge that 
HOLC has ever used paid adver- 
tising. Expenditure of the money 
was authorized by HOLC Commis- 
sioner John S. Fahey in Washing- 
ton. 

The average sale price is ex- 
pected to be $5,000, with terms of 
repayment as long as 15 years, at 
42% interest. 

The seven states covered by the 
campaign, and the number of news- 


papers used in each are: New York 
27; New Jersey, 12; Massachusetts, 
7; Pennsylvania, 6; Maryland, 2: 
Connecticut, 6; Rhode Island, 2. The 
area covered has a population of 
27,000,000 while the newspapers on 
the list have a daily total circula- 
tion of nearly 7,000,000. 

The decision of HOLC to use paid 
advertising may serve to revive in- 
terest in the now more or less 
cooled-off controversy between ad- 
vocates of the Bankhead bill to pro- 
vide for paid government advertis- 
ing, and its opponents. The former 
have contended that many activi- 
ties of the government, of which 
the HOLC is one, can be bette: 
promoted through paid space than 
through government handouts, 
many of which never come closer 
to a press than the editorial room 
wastebasket. Opponents of the bil! 
view it as a threat to freedom of 
the press, arguing that smaller 
papers carrying fairly heavy gov- 
ernment advertising could be edi- 
torially influenced by threats to 
withdraw the schedule. 

Prevailing opinion in the daily 
newspaper field has been against 
the Bankhead bill, but only last 
week it was reported (AA, July 26) 
that it had been strongly endorsed 
by the Missouri Press Association. 
Of 233 publishers polled, 152 
“strongly approved;” 60 approved; 
11 disapproved; seven “strongly dis- 
approved.” Results of the poll were 
inserted in the Congressional Rec- 
ord just before Congress adjourned 
by Sen. Clark of Missouri. 


To Counsel National Tile 


Rickard & Co., New York, has 
been appointed advertising counsel 
for National Tile & Marble Corpor- 
ation, New York. 


Joins Paul Grant 


Frank P. Wagener has _ joined 


Paul Grant, Advertising, Chicago, 
as an account executive. 
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Boat Motor Owners 
Requested to Sell 


Them for War Use 


New York, July 28.—With both 
editorial and advertising columns 
devoted to the cause, Yachting has 
jaunched a “selling in reverse” 
campaign to induce yachtsmen to 
sell their boat motors for wartime 
use of badly-needed lifeboats. 

The leading editorial in the pub- 
lication’s July issue, centering on 
this special appeal, was altered to 
call attention to an advertisement 
on the same theme scheduled by 
Welin Davit and Boat Corporation, 
Perth Amboy, N. J., one of the na- 
tion’s largest motor lifeboat manu- 
facturers. 

The company explained that its 
greatly increased production line of 
these lifeboats is in danger of slow- 
ing down unless it can obtain a new 
source of gasoline marine motors. 

“If you own a motor of one of 
the types listed below and it is in 
first-class condition—sell it to us,” 
the company asked. “We will in- 
stall it in a motor lifeboat and send 
it to war where it will do the most 
good.” 

Nine types of motors were listed 
by the firm, which asked owners to 
send full descriptions of their mo- 
tors and prices wanted. The use of 
gasoline motors is out for the dura- 
tion in many areas, it pointed out, 
and those who sell now can, when 
the war is won, “start out with a 
new power plant.” 

In its editorial the publication 
explained that plans call for new 
priorities for additional material to 
be used in new engines and spares 
for replacements, but that it will be 
months before real results will be 
felt. It offered to put motor own- 
ers in touch with the ship builders 
and has already met a good re- 
sponse. 

Publicity on the wartime appeal 
has been issued by the National As- 
sociation of Engine and Boat Manu- 
facturers, and marine engine mak- 
ers are in accord with aims of the 
drive. 


De Castro to Executive 
Staff of Mutual 


Allen J. de Castro, recently with 
the Blue Network and formerly 
with CBS, has joined the executive 
staff of the Mutual Broadcasting 
System, effective Aug. 1. 

Miller McClintock, president, has 
announced the organization of a 
Latin American Bureau of Mutual, 
established for the purpose of 
analyzing commercial and market- 
ing problems of common interest 
between the U. S. and Latin Ameri- 
can countries. Mr. McClintock said 
that this development had been 
necessitated by the rapidly growing 
operations between Mutual and its 
recently acquired affiliate, Radio 
MIL, whose 39 stations cover all of 
the Republic of Mexico. 


Kudner Agency Makes 


Personnel Changes 


Gordon Mills, for the past ten 
years with NBC as a sales execu- 
lve, has joined Arthur Kudner, 
Inc., New York, as business man- 
ager of the agency’s radio depart- 
ment. At one time Mr. Mills was 
manager of the Philadelphia office 
of Erwin, Wasey & Co. 

William G. Schoenhoff, in the 
media department of the agency 
since its organization and space 
Suyer on a number of national ac- 
Counts, has been appointed time 
Suyer and assistant to Myron P. 

irs, radio director. 


es 


Gregory Named V. P. 

G. E. Gregory, formerly director 
of sales, has been appointed to the 
newly-created post of vice-presi- 
dent in charge of commercial de- 
velopment of Owens -Corning Fi- 
berglas Corporation, Toledo, O. 


Carr Starts Campaign 

J. B. Carr Biscuit Company, 
Wilkes-Barre, Pa., has released a 
new campaign in behalf of its 
graham and Saltine crackers, using 
newspapers, spot radio, car cards 
and point-of-purchase advertising 
in northeastern and central Penn- 
sylvania. 

Full pages in newspapers are be- 
ing followed by weekly insertions 
of 1,000 to 1,200 lines. Lynn- 
Fieldhouse, Wilkes-Barre, is the 
agency. 


Berberick to General 


Roy W. Berberick has joined 
General Publishing Company, Chi- 
cago, succeeding Robert W. Miller, 
advertising manager of Outdoors- 
man and Popular Homecraft, who 
has joined the Navy. Mr. Berberick 
was formerly with E. H. Brown 
Advertising Agency, Chicago. 


WIW Moves to Cleveland 


Station WJW, 5,000-watt station 
owned by William M. O’Neil, is be- 
ing transferred from Akron, O., to 
Cleveland as a Blue Network out- 
let, and is scheduled to begin broad- 
casting from its new studios Aug. 
29. Mr. O’Neil still owns Mutual 
network facilities in Akron, but the 
FCC has not yet ruled as to whether 
he will be permitted ownership of 
the Akron station. 


Hansen Joins WPB 


A. B. Hansen, formerly president 
and general manager of Northern 
Paper Mills, Green Bay, Wis., has 
taken a six-month leave of absence 
to become deputy director of the 
pulp and paper division of the War 
Production Board. He will super- 
vise pulpwood production in an 
effort to overcome the serious 
shortage now confronting the in- 
dustry. 


Joins Pittsburgh Agency 

W. J. Geissinger, formerly assist- 
ant to the manager of the dealer 
sales promotion department of West 
Penn Power Company, Pittsburgh, 
has joined Ketchum, MacLeod & 
Grove, Pittsburgh, as an account 
executive. 


Acme Breweries Uses 
Baseball Tie-Up 


Acme Breweries, San Francisco, 
has scheduled large-space news- 
paper advertisements in its territory 
announcing that it “is proud to sup- 
ply the baseball uniforms for the 
crews of ‘Acme Beer Barrel’ and 
other B-24’s in China.” 

The advertisement reproduced a 
Los Angeles Times column, “The 
Home Front,” in which Tom 
Treanor relays a request from flyers 
at an air base in China that Acme 
supply them with baseball suits for 
their team, the Turbo-Supercharged 
Tigers. Acme previously had fitted 
out a team in brewery uniforms at 
Ft. Scott. Brisacher, Davis & Van 
Norden, San Francisco, is the Acme 
agency. 
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Sales Forces and Distribution 
Costs After the War 


Probing the state of industry’s 
selling organizations by the second 
postwar forum sponsored by Car- 
rier Corporation revealed that most 
of the salesmen who have not 
joined the armed services have gone 
into occupations from which many 
will not return after the war. Of 
those who remain on the commer- 
cial front, the report of the meet- 
ing says, some have been subsi- 
dized by their employers or loaned 
to other companies. Still others 
have been assigned to procurement, 
production, or job training. 

It is felt, however, that the best 
salesmen will still be available, but 
it seems quite apparent that high 
on the list of postwar plans are a 
big expansion of sales forces and a 
thorough program of reeducation. 
Some of the streamlined tech- 
niques which have been used so 
successfully in combat teaching 
will be adapted to the postwar 
training of salesmen. 

Out of the forum came an ex- 
pression of a strong desire to re- 
duce the cost of distribution. It is 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


expected that when many of the 
sales executives return to their 
desks from production activities in 
industry they will want to apply 
some of the lessons of economy and 
efficiency they learned in research, 
development, and production to 
selling and _ distribution. It is 
probable, too, says the report, that 
future marketing research will be 
pursued with an eye to inter-re- 
lated problems rather than focused 
on sales alone. 
a * * 

A committee composed of fores- 
try experts, specialists, and tech- 
nicians and representatives of the 
pulp and paper industry in Canada 
has been organized under Hon. 
Wilfrid Hamel, Quebec Minister of 
Lands and Forests, to study the 
postwar problems of the forestry 
industry of Canada. 

* a a 


Twenty-five per cent of produc- 
tion in the United States after the 
war will be exported as compared 
with about 10% previously ac- 
cording to a survey of the Ameri-, 
can Association of Shipping Agents. 
Space in all steamship services will 
continue to be at a premium and 


about 50% of all shipping for sev- 
eral years will be for foreign relief, 
rehabilitation, and lend-lease. 

* a * 


More than two-thirds of all full 
fashioned hosiery production after 
the war will be devoted to nylon, 
according to Marie H. Stark, 
fashion editor, Knit Goods Weekly. 
The remainder of the market will 
probably go to rayon with a price 
range less than $1, whereas the 
price of nylons will range upward 
from that figure. 

a a % 


Atlantic Rayon Corporation, New 
York, has formed a subsidiary, Tex- 
tron, Inc., which will head up the 
company’s postwar planning activi- 
ties to assure continued employment 
for its workers after the war or 
when its production facilities may 
be diverted from war goods. Its 
attention will be devoted to the 
development, styling, and merchan- 
dising of all types of synthetic fab- 
ric consumer goods for distribution 
direct to retail outlets. 


am a a8 


The Maine Woolen and Worsted 
Association has been formed for re- 
search for postwar purposes. 

oa * * 


Anticipating incursion of substi- 
tutes in the dairymen’s normal mar- 
kets due to wartime scarcity, the 
American Dairy Association of Wis- 
consin is collecting a fund among 
Wisconsin dairy farmers to be used 
to fight competition after the war. 


_ ofie does it—in Philadelphia 


When it comes to delivering an advertising message, 1 does 


it in Philadelphia. 


The effort will be in cooperation 
with similar programs in other 
dairy states. 

* * * 


Hotel operators throughout the 
country are preparing a plan to be 
presented to the government which 
would permit them to invest in war 
bonds adequate funds to be used 
after the war for refurnishing their 
establishments, which are deterior- 
ating at an alarming rate today be- 
cause of heavy business, but which 
cannot be given proper maintenance 
due to wartime restrictions. Fear is 
expressed that unless some such 
plan is permitted, sufficient funds 
will not be available after the war 
to do the job that will be necessary. 
oR * 


Members of FM Broadcasters, 
Inc., have expressed themselves in 
a survey as favoring the present 
(43-50 me.) allocation as the best 
for FM broadcasting, but it should 
be extended after the war. The pres- 
ent mileage separation of stations 
is satisfactory to half of those 
answering the questionnaire, and 
60% feel that the allocation on the 
basis of trading areas is satisfactory. 
The majority of the members feel 
something should be done about in- 
ferior receiving sets getting into the 
market, but believe education of the 
public about FM is probably the 
best way of correcting the problem. 
Questions of a technical nature also 
were included in the survey which 
was made to crystallize thought on 
probable postwar problems. 

* * * 


To effect a balance of each coun- 
try’s postwar export-import trade, 
Sir Edgar R. Jones, English busi- 
ness executive, has proposed estab- 
lishment of a central clearing bu- 
reau to supervise the operations of 
international product committees. 
The World Trade Alliance Associa- 
tion has suggested that governments 
of the United Nations bring together 
the leaders in the major products 
of world trade to arrive at agree- 


ments along this line. 
aK * * 
A decided return to _ private 


brands is foreseen in this country 
as well as England by Richard G. 
Burbidge, managing director, Har- 
rold’s, London, according to Wo- 
men’s Wear Daily. He expressed 
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NOTE IN THE DIRGE 


Douglas Aircraft Co. placed this full. 
page advertisement in Chicago news. 
papers last week, its story keyed to 
bombing “Hit Parade,” with “words and 
music by Douglas employes.” Copy 
concludes, “No pretty tune for our 
enemies, but an inspiration of hope and 
assurance of liberation for the world!" 


his reasoning to the publication’s 
representative as being that the re- 
tailer should actually function as the 
purchasing agent for the public and 
not as a sales agent for the manu- 
facturer. And if he is the forme: 
he should seek out the best of the 
world’s products and stake his repu- 
tation on it. 
tk ak * 
A new super gasoline which wil! 
give motorists 50 miles per gallon 
will be available after the war, ac- 
cording to announcement of Stand- 
ard Oil Company of California 
Ralph A. Halloran, manager of the 
company’s research and develop- 
ment bureau, says the gas will give 
40% more power in specially de- 
signed engines than present 100 
octane fuel. 
ae oe * 
H. E. Michl, who was economist 
for the Cotton-Textile Institute in 
1938 and 1939, has again been re- 
tained to collect and interpret data 
pertinent to the production and 


r—— WORCESTER, 


Massachusetts 


... Of 17 states 
Afor which ciga- 
rette consump- 
tion figures 
are available 
through the 
Federation of 
| Tax Examiners. 


MASSACHUSETTS, smoking 97.7 packs per capita 
per year, ranks SECOND on the list. The WORCESTER 
MARKET — heart of war-busy Massachusetts — 
deserves the special attention of cigarette advertisers, 
and others. Here is a market, rich, active, and excep- 
tionally responsive to newspaper advertising. 


The Evening Bulletin* gives a concentration of coverage 
that reaches 4 out of 5 homes in Philadelphia. Surveys show 
it is read by Philadelphians an average of 53 minutes daily. 


It gives Philadelphians what they want the way they want it. 


The Worcester Market, city and suburban, is blanketed by 
The Telegram-Gazette. Population: CITY ZONE 235,125. 
City and Retail Trading Zones 440,770. A MUST Market 
in New England! 


That is the reason — 


More and more advertisers are pursuing this policy: A 
thorough advertising job in The Bulletin is the primary 


requisite to a thorough job in the important Philadelphia 


market, 


a) ih: TELEGRAM -GAZETTE 


WORCESTER MASSACHUSETTS 


* Circulation over 600,000—largest evening newspaper in America. 


P e Geovce a Boorn, Publish$- alae | 
ie avd ASSOC ATES NATIONAL CEPRES NT ATIVE: cS 
! OWNERS oF RADIO STATION WTAG 


In Philadelphia—nearly everybody reads The Bulletin 
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marketing of cotton textiles after 
the war. 
* * ok 

Concern is expressed by some 
members of the National Automo- 
pile Dealers Association over the 
possibility that as result of war- 
time practice, car owners may get 
in the habit of buying used cars 
direct rather than through dealers. 
The postwar committee of the as- 
sociation favors sale of surplus ma- 
terials after the war through es- 
tablished retail channels rather 
than by dumping. 


Warner & Swasey 
Plans Uses for 
Wartime Expansion 


Tool Company Sees 
Ahead to Postwar 
Product Development 


Cleveland, July 29. — Gratified 
with the returns to date from its 
unusual advertising, Warner & 
Swasey Company looked forward 
confidently this week to successful 
use of its expanded facilities in 
postwar manufacturing of products 
other than its turret lathes and 
other precision tools. 

As a producer of machine tools, 
the Cleveland company was among 
the first to feel the impetus of war 
production, as well as among the 
first to note the decline in machine 
tool needs. However, it has al- 
ready turned its facilities over to 
other war production so that the 
plant continues to hum at capacity 
for Uncle Sam and no letup is ex- 
pected for the duration. 

While seeing war needs fulfilled, 
the company likewise sees its duty 
to thousands of present employes, 
to service men who will return to 
the community seeking jobs, and to 
the stockholders—to plan for the 
postwar period. This is no simple 
problem. The company will, of 
course, continue its regular line of 
turret lathes and other precision 
tools, but the plant capacity has 
been increased to five times its pre- 
war size—a capacity far beyond the 
needs of the machine tool field. Al- 
though some of the government- 
financed plant additions might be 
turned back to the government, the 
company feels that facilities should 
be utilized for the good of all. It 
consequently is seeking an appro- 
priate outlet for its extensive 
equipment and trained personnel. 


Plan Group Appointed 


Early in the year Warner & 
Swasey appointed a five-man post- 
war planning committee to handle 
the problem of seeking new prod- 
ucts and new customers. These men 
were among the ablest in the or- 
ganization. To locate and contact 
the unknown prospective sources 
personally would be virtually im- 
possible. So the company decided 
to cultivate the possibilities through 
advertising. 

Two unusual advertisements 
were developed for two separate 
magazine groups—one for general 
magazines, the other for a specially 
selected list. The first advertise- 
ment, in the general field, appeared 
in the Wall Street Journal of June 
8 and in Time of June 28. It will 
also appear in the Aug. 28 Saturday 
Evening Post. 

Copy was headed “Warner & 
Swasey wants to talk to men or 
companies with products or prob- 
lems—present or postwar.” In it 
‘he company outlined its assets as 
leaders in the precision tool field 
for the past 63 years, mentioning 
t expanded plant facilities and 

experienced personnel. “We 
e these advantages which you 
Can use side by side with our own 
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LARGEST AUDIENCE 
in the Business Field 
(400,000, all net paid) 


turret lathe production,” said the 
copy, and it enumerated the fol- 
lowing: “Successful management, 
recognized design and engineering 
skill, financial standing, skilled 
workmen, a wide range of _aodern 
production equipment, a technically 
trained field organization, a modern 
foundry and pattern shop, a fine 
machine shop and tool room, op- 
tical equipment and training, and 
—we repeat—good men.” Readers 
with ideas were asked to contact 
the postwar planning committee. 


Business Papers Used 


The other advertisement is ap- 
pearing in July and August issues of 
Chemical and Metallurgical Engi- 
neering, Modern Plastics, Product 
Engineering, Popular Science and 
Popular Mechanics. Copy is headed, 
“Wanted: Postwar Problems,” and 


a subhead adds: “Wide Open for 
Postwar Manufacturing Ideas.” 
Copy outlines company facilities in 
much the same manner as in the 
general magazine advertisement. 


Returns Gratifying 


E. W. Falcon, advertising man- 
ager, indicated that returns have 
been extremely gratifying. These 
returns are now being handled by 
the postwar planning committee, 
with considerable direct mail en- 
tailed. Letters received from other 
manufacturing companies show 
that they, too, are thinking in terms 
of postwar business. An analysis 
of results from the advertising in 
the two groups of publications has 
not yet been completed. 

Reprints of the first advertise- 
ment were sent out to the firm’s 
customer list at the time it ap- 


peared in Time and Wall Street 
Journal, And results here, too, show 
that customers are extremely post- 
war conscious. 


Primary Interests Postwar 


Since the company is working at 
capacity in the war effort, it is 
only interested in ideas and prod- 
ucts for the postwar era. It stands 
ready to assist in developing prod- 
ucts as well as in the actual pro- 
duction of these products. While 
no definite plans for continuance 
have been formulated at this time, 
it is quite likely that trade publica- 
tions will also be used in the cam- 
paign to find new products which 
W. & S. can manufacture after 
peace is declared. 

The Warner & Swasey advertis- 
ing was prepared by the Griswold- 
Eshleman Company, Cleveland. 
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Beauty-Barber Assoc. 


Urges Bottle Salvage 

The National Beauty and Barber 
Manufacturers Association, New 
York, comprising manufacturers in 
the beauty and barber shop field, 
has instigated a glass salvage cam- 
paign within the beauty and barber 
shop industries. 

Shops are encouraged, from a 
patriotic viewpoint, to save and re- 
turn bottles, jars, caps and corru- 
gated containers as a means of in- 
suring the continued production 
and sale of all preparations re- 
quired for shop operation. 


Represents ‘Song Hits’ 

Robert W. Walker, 403 W. 8th 
St.. Los Angeles, has been ap- 
pointed Pacific Coast representative 
for Song Hits, New York. 
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This is New York—Going to War Work 


N New York, the most typical war 

workers don’t wear coveralls—their 
uniforms are business suits. That’s be- 
cause New York’s war work is done in 
office buildings to a much greater degree 
than in factories—despite the fact that 
New York has been for years, and is 
today, the leading manufacturing city of 
the country. 


In the New York area, there are five 
million workers; 1,600,000, or one in 
three, are engaged in business manage- 
ment...more than the total workers in 
all New York’s manufacturing indus- 
tries...more than double the number of 
manufacturing wage earners in Chicago, 
Detroit, Philadelphia and Pittsburgh 
combined, 


Who are these business management 
workers? They are the secretaries, 
stenographers, clerks; the designers, 
draughtsmen, engineers ; the office boys, 
junior executives, managers, presidents 
of companies. They come in on the com- 
muting trains from the suburbs by the 
hundreds of thousands; you see them in 
the subways and on the buses; you find 


NEW YORK-THE 


them in restaurants and tearooms at 
lunchtime ; you see them shopping in the 
stores; their voices greet you whenever 
you make a business telephone call. 


These workers have no slack season; 
they work fifty-two weeks a year—with 
a two-week vacation. Their salaries, 
median and average, are higher than 


BUSINESS MANAGEMENT'S 
INFLUENCE ON NEW YORK 


1. OFFICE SPACE 

In less than 20 years (1925-1943), rented 
office space in Manhattan has more than 
doubled. 

2. BANK CLEARINGS 

47°; of the country’s bank clearings are 
made by New York City banks 


3. CORPORATION INCOME TAXES 
25° of the nation’s corporation income tax 
is paid by corporations in the New York 
area. 


4. WAR BOND SALES 


In the Second War Loan campaign, New 
York (2nd Federal Reserve District) sub- 
scribed 387 of the cc untry’s total 

5. LIFE INSURANCE 

The ordinary life i 


insurance in force per 
family in the New York area is 57°; 
higher than for the nation as a whole 

6. RETAIL SALES 

Retail sales in the New York area were 
greater in 1942 than in any previ 


CAPITAL 


OF BUSINESS AND 


INDUSTRIAL 


their fellow New Yorkers’ who work in 
manual labor trades. Currently their 
salaries are higher than they've ever 
been, and more and more of them aretin 
demand, as the Herald Tribune commer- 
cial help wanted columns bear witness. 


That’s because, more and more, New 
York is attracting the management 
offices of the country’s largest industrial 
organizations. Ninety-four of the top 
U. S. corporations now have head- 
quarters or branch offices here. These 
companies and thousands of others have 
turned their tremendous resources over 
to war production. In their New York 
offices, their staffs devote their time and 
talents to war work as wholeheartedly 
as their co-workers in the factories. 
What of the future? As this country 
steps ahead in the world of peace, New 
York's greatness as the world’s center 
of business managemen: will be bounded 
only by the imagination and energy of 
its citizens. 


NEW «uz YORK 


Herald <a Tribune 
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NEC Signs to Air 
Rose Bowl Games 


Rose Bowl games will be carried 
exclusively by NBC for the next 
five years if war conditions permit 
them to be played, Bill Stern, NBC 
sports director, has announced. 

The contract, which becomes ef- 
fective Jan. 1, 1944, was signed by 
Sidney N. Strotz, vice-president in 
charge of NBC’s western division, 
and representatives of the Pacific 
Coast Conference, the Rose Bowl 
Committee and the Pasadena Tour- 
nament of Roses. National Broad- 
casting has broadcast this annual 
event for the past 16 years. 


Tupper Joins Gruen 

Ernest A. Tupper has joined 
Gruen Watch Company, Cincinnati, 
as assistant to the president, Ben- 
jamin S. Katz. Mr. Tupper was as- 
sistant to Mr. Katz when the latter 
served as a dollar-a-year official of 
the WPB. 


MAILING SERVICE 


Multigraphing — Filling-in 


Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


431 8. Dearborn 8t., Chicago Wab. 8655 


Road Maps of 
Future Figure 
in Pan-Am Copy 


New Orleans, July 28.—New hori- 
zons of pleasure the postwar auto- 
mobile will make possible are un- 
folded in an unusual campaign just 
launched by Pan American Petro- 
leum Corporation. The new Pan- 
Am series portrays automobiles of 
the future, and pictures distant 
tours to far-away lands after the 
war is over. 

Every advertisement carries a 
road map of the future, which in- 
cludes all of North and South Amer- 
ica, and shows “the new super high- 
ways you may travel to the tip of 
Alaska or through the wilds of South 
America.” 

Typical headlines are “Fill’er up. 
Bill, we’re driving to Brazil” and 
“We're drivin’ home from Nome!”. 
Included in each advertisement is a 
photograph of some interesting 
sight to be seen in the distant land 
which is the subject of that particu- 
lar piece of copy. 

Throughout the series is the 
promise that “Pan-Am products will 
keep pace with future auto mi- 
racles” and the pledge that the Pan- 
Am sign will always mean quality. 
Contributing directly to the war ef-s 
fort is a sizeable block promoting 


war bonds, whicf also directly ties 


in with copy as a whole by carrying 
the message, “Save the money you'll 
want for postwar pleasures.” 

Pan-Am will run 1,500 advertise- 
ments twice a month in practically 
every daily newspaper and many 
weeklies throughout Tennessee, 
Alabama, Mississippi and Louisiana. 

The account is directed by Fitz- 
gerald Advertising Agency, New 
Orleans. 


Bowes Heads WPB 
New England Drive 


Frederick Bowes Jr., information 
assistant to the regional director of 
the WPB, has been appointed New 
England manager of the War Pro- 
duction Drive. 

Mr. Bowes, advertising and pub- 
lic relations manager of Pitney- 
Bowes Postage Meter Company, 
Stamford, Conn., until joining WPB 
a year ago, will direct a region- 
wide campaign to form and stimu- 
late the activities of joint labor- 
management production commit- 
tees in war plants. 


Browne Adds Account 


Burton Browne Advertising, Chi- 
cago, has been appointed to handle 
the advertising of Chicago Tele- 
phone Supply Company, Elkhart, 
Ind., manufacturer of radio and 
electronic devices and _ telephone 
equipment. 


if You lived in Portland 


you’d read 


Afternoon newspapers on 
the Pacific Coast get a 
“break” in the news. Re- 


THE  aagyecr om is the favorite newspaper 
\ of the entire Portland Trading Zone. 
Why? Because its balanced presentation 


of news and features 


appeals to more 


the natural time advantage enjoyed only 
by afternoon newspapers on the Pacific 
Coast. Thus, The Journal today enjoys 
the largest circulation in its history— 


\ 

1 people ... because it makes the most of 
\ 
\ 


151,888 total net paid daily circula- 
tion—average for 6 months ending 
March 31, 1943. (Last 3 months aver- 
age 156,764.) 

Today 717,588 individuals live in 
the 8 counties which comprise the 
Portland Trading Zone. Here the 

average monthly industrial pay- 

\ ‘roll exceeds 48 million dollars. 
4 And here The Journal reaches 


attle is fought, official com- 
muniques are released during 
government business hours. 1 
When The Journal goes to i 
press it's mid-afternoon in \ 
\ 
\ 


\ 
— of where or when a \ 
\ 
\ 


Portland, day is done in Wasb- 
ington, it’s past six in New 
York and midnight or after in 
most of the rest of the world. 
Thus The Journal brings readers 


: \ 119,676 families—21,993 more 
the news the day it happens. \ daily circulation in this area 
4s than any other newspaper. As 
4 = it has been for years, The 
\ = Journal is the preferred news- 
— ein \—s paper in the Portland Area. 
1! 

Tish CROWD MITESNS a 

oreDS EN cul St Portland's Afternoon Newspaper 


he JOURNAL 


PORTLAND, OREGON 


Represented by REYNOLDS-FITZGERALD .. . New York 
Chicago, Philadelphio, Detroit, Los Angeles, Son Francisco 
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D PLENTIFUL 


We're all 


in the Same Boat 
/ 


4 Sum! It's just as difheult for us 
to obtain materials from our sup- 
pliers as it is for you to obtain Silex 


products from your distributors. stantially ahead of last year. 


ably find that, including all the new 
models in the Silex line, your actual 
deliveries of Silex are running sub- 


If we could only obtain all mate- New tools are being produced. IMMEDIATE 
rials that we need, they could be New processes are being developed Fleme DELIVERY 
processed and sent out to you to insure increased production. This roel 
& 10.” But, under war conditions should mean increased delivenes to opYRex” Sete com 
this just isn't possible. We produce you through our distributors. So, Bond Mende rotae $5.00 
to the absolute limit of our supply please have patience with us. In the Cles Pint Mintel — (4-9 Cowper 9 
of materials. And we ship to our dis- meanwhile, we have just adopted a “OSCAR of the ‘canna tae 
tributors to the absolute limit of our new plan of allocation, which will A —_ «278 BOTH aa 

roduction. insure more continuous shipments So Lan soe oe me RBS = Cue COED) .... comet 
P ‘ to you, even though such shipments asbbubedtiaameaa a dollar volume oer le 

So, don't blame your distributor. may not be large. = Sawa Geet ai —_. VET” besieens 
Don’t blame us. We're all in the same Vous bithés basenctainentse of ‘ - pao a —- 
boat and we should all blame Hitler. Sites Coffee Makers in stock. If you Ph — o 

Incoming business is running ap- cannot obtain just the units you de- 4 
proximately 100% ahead of a year sire, why not purchase the units that CHE eex co are RATIO ” 
ago. But, our production is not are available? In other words, pro- = a oo oe dl 
ing pace. However, you will p: mote Silex units that are available. Tratemars a 


ALEX 


THE SILEX COMPANY 
Creators of the Glass Coffee Maker Industry 


+ HARTFORD, CONN. 


The Silex full page in the July issue of House Furnishing Review tells distributors 
“We're all in the same boat,"’ and explains material shortages which make 


Silex glass coffee makers scarce. 


Chemex, a new one-piece Pyrex coffee maker, 


is being introduced in New York newspapers and business papers in the house 
furnishings field—one of the advertisements, offering “immediate delivery,” 


appearing on the reverse side of the pa 


New Coffee Maker 
Making Bow in 
Small Space Ads 


New York, July 27.—A new cof- 
fee maker, Chemex, is currently 
being introduced by the Chemex 
Corporation to the local New York 
market via small space insertions in 
the Herald Tribune and Times, in 
addition to business papers in the 
house furnishings field. 

Patented in 1941, the coffee 
maker was first sold last year when 
R. H. Macy & Co. used a quarter 
page of its display advertising in 
the New York Times to feature the 
product, and sold virtually the en- 
tire output of the company, which 
was greatly limited due to wartime 
exigencies. At present, several 
leading department stores are sell- 
ing the coffee maker. 

Chemex consists of a single piece 
of Pyrex glass made by the Corn- 
ing Glass Works and comes in pint 
and quart sizes retailing at $3.50 
and $5.00 respectively. Distributors’ 
attention is called to repeat busi- 
ness from selling of filterpaper 
which is a necessary requisite to 
the coffee maker. The quart model 
has a rounded birchwood handle at 
the center and the pint size uses a 
pressed composition cork handle. 

The company expects to expand 
its advertising as distribution of 
the product is stepped up, since a 
fairly high priority rating has re- 
sulted in a substantial increase in 
production beginning in June. 

In the July issue of House Fur- 
nishing Review the Silex Company 
uses a full page insertion to tell its 
dealers that ““We’re All in the Same 
Boat,” explaining the shortages of 
Silex coffee makers. On the reverse 
side of the page Chemex offers im- 
mediate delivery. 

Grey Advertising Agency, New 
York, handles the Silex account, 
and advertising of Chemex is 
placed direct. 


WJZ Adds Two Accounts 


Brooklyn, 
sponsor a five-minute program fea- 
turing the “Korn Kobblers” on Sta- 
tion WJZ, New York, beginning 
Monday, Aug. 2. In behalf of Piel’s 
beer the program will be heard 
Monday through Friday at 7 p. m., 
EWT. Sherman K. Ellis & Co. is 
the agency. Harman Watch Com- 
pany, New York, has started a cam- 
paign for its watches, sponsoring 
“Midnight Extra,” a _ five-minute 
news summary with George Hayes, 
heard five times weekly at mid- 
night. Moss Associates, New York, 
handles the account. 


Piel Brothers, will 


Pearce Joins Hunter 


Ray F. Pearce Jr., formerly New 
York State sales promotion man- 
ager of National Distillers Products 
Corporation, has joined the eastern 
sales staff of Hunter Publications, 
New York. 


Joins WAGA Sales Staff 
Jim Bailey, with Station WSGN 

for the past five years, has joined 

the sales staff of Station WAGA, 


Atlanta. 


ge carrying the Silex copy shown at left. 


Michigan Publishers 
to Honor Noyes 


Publishers of the Upper Pe- 
ninsula of Michigan will give a 
testimonial dinner to Linwood |. 
Noyes, publisher of the Globe, 
Ironwood, Mich., and president of 
the American Newspaper Publish- 
ers Association at Escanaba, Aug. 
6. Governor Harry F. Kelly will 
speak and George A. Osborn, Sault 
Ste. Marie News, president, Mich- 
igan Press Association, will preside 
The dinner will feature a two-day 
war clinic of the state association, 
Aug. 6-7. 


Canfield to Lewis & Gilman 


Hubert Canfield, formerly with 
Charles L. Rumrill & Co., Roches- 
ter, N. Y., has joined Lewis & Gil- 
man, Philadelphia. 


Still Going 


Industrial payroll in Tacoma 
and Pierce County was 
$117,158,899 for 1942 — 
over TWICE that of Spo- 
kane, the state’s third 
county, © 

For the first four months of 
1943, Pierce County indus- 
trial payroll was up 94.6% 
over: 1942 — and it’s still 


ne 


Tacoma 
| Washington 


Lorenzen G Thompson. Inc 
National Representatives 
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Crosley Letter 
Tells Policy on 
Distributorships 


Cincinnati, July 27.—With manu- 
facturers in the home appliance 
field continuing with renewed vigor 
the old controversy on the subject 
of factory branches vs. indepedent 
distributors, Crosley Corporation, in 
q letter signed by James H. Ras- 
mussen, commercial manager, has 
just told its dealers and distribu- 
tors why it believes that the best 
job is to be done through the inde- 
pendent distributor. 

“‘Rranches vs. distributors’ is not 
a subject which is new to the Cros- 
ley Corporation,” Mr. Rasmussen’s 
letter tells the dealers. “We have 
operated branches in several sec- 
tions of the country—some for 
more than 12 years. ..Several mem- 
bers of our top management have 
also had wide experience with other 
corporations in both branch and 
distributor operations. We have 
been actively studying this phase of 
our business in our postwar plan- 
ning program for more than a 
year.” 

Reasons given for Crosley’s opin- 
ion that “independently owned and 


operated distributorships will de- 
liver a better over-all service to} 
the trade and to the consumer” are: 


UR tr ere nes. . 


aggressively meet and fulfill their 
enlarged business responsibilities 
when civilian production is again 
allowed.” 


Abbott to Launch 
Campaign for Bitters 


C. W. Abbott & Co., Baltimore, 
will launch a national campaign 
late in September to promote the 
use of Abbott’s bitters in wine, 
whisky and gin cocktails. Maga- 
zines on the list are Cue, Esquire, 
Fortune, Gourmet, Liberty, News- 
week, The New Yorker, Parade 
and Promenade. Copy directed to 
the trade will appear in selected 
business papers, backed by a direct 
mail campaign to distributors. 

Theodore A. Newhoff Advertising 
Agency, Baltimore, handles the ac- 
count. 


Fullmer Named Ad Head 


George L. Fullmer, formerly with 
the business promotion department 
of Beneficial Management Corpora- 
tion, Newark, N. J., has joined the 
National Foreman’s Institute, Deep 
River, Conn., as advertising man- 
ager. Mr. Fullmer will make his 
headquarters in the company’s 
New York office. 


Joins ‘Chain Store Age’ 

James G. Roach has joined the 
sales staff of the grocery editions 
of Chain Store Age, New York. He 
was formerly with P. F. Pfeiste: 
Company, Detroit food broker, and 
prior to that was division manager 
of A. E. Staley Mfg. Company, De- 
catur, Ill., also a manufacturer of a 
variety of foodstuffs. 


Carlsen Promoted 


T. C. Carlsen, who has been with 
the company since 1927, recently as 
chief of methods engineer, has 
been promoted to superintendent of 
parts manufacturing of Bell & 
Howell Company, Chicago. 


Takes Peru Post 

Ralph Stewart, formerly assist- 
ant advertising manager of the 
Evening Sentinel, Shenandoah, 
Ia., has been appointed advertising 
manager of the Daily News-Herald, 
Peru, Ill. 


Henderson to Balcrank 


Frederick B. Henderson, formerly 
with Tide Water Associated Oil 
Company, New York, has been ap- 
pointed general sales manager of 
Balcrank, Inc., Cincinnati. 


Endorses McGraw-Hill 
Seed Money Series 


Continental Mills, Philadelphia, 
a consistent advertiser in Women’s 
Wear Daily, New York, used its 
space in the July 25 issue of that 
paper to endorse the McGraw-Hill 
Publishing Company’s seed money 
campaign, which is currently ap- 
pearing in newspapers and business 
publications. 

Boldly captioned “Seed Money,” 
the advertisement reiterated asser- 
tions made in the McGraw-Hill 
series, advocating that money which 
is set aside for postwar develop- 
ment and for reinvestment be re- 
lieved of burdensome taxes. “In- 
dustry is indebted to McGraw-Hill 
Publishing Company for its excel- 
lent series on Seed Money,” the ad- 
vertisement says. 


“1. The American system of free) * 


enterprise exists today because of 
the major contributions that small | 
business has made to ‘our way of 
life. In our opinion, small business 
has been and will continue to be a 
powerful force in the shaping of 
the future of this country. 

“2. From a strictly trade stand- | 
point, we believe that distributor 
management which has money in- 
vested in the business will render 
a better service. There is more at 
stake. Final authority, as well as 
responsibility, is within the distrib- 
utorship—not at some distant head- 
quarter point. 

“3. A home owned independent 
distributor has a more _ intimate 
knowledge of local conditions. A 
home company will be more cogni- 
zant of and responsive to the prob- 
lems of all dealers—small and large. 

“4. Factory branch managers are 
inclined to ‘yes’ the factory—to let 
it go ‘stale. An independent dis- 
tributor is freer to criticize and is 
better able to influence factory poli- 
cies on product—merchandising and 
service. Certainly he knows his 
dealers’ credit needs better than a 
factory treasurer located possibly 
thousands of miles away. 

“5. The independent distributor’s | 
employes accept greater responsi- | 
bility and deliver a better service to | 
dealers because final authority is 
vested within the local operation. 

“6. We believe that with good | 
products and factory programmed | 
merchandising, alert independent | 
distributors will efficiently and 


DEALER DISPLAY 
EXPERT 


Who can create un- || 
usual ideas and write || 
copy for all types of || 
dealer point of sale dis- |) 
play material such as | 
die-cut cardboard units, 

| 


posters, banners, and 
institutional exhibits to 
promote tire conserva- 
tion, tires, and other 
products we manufac- | 
ture. Layout and de- 
sign experience helpful 
but not essential. Send 
detailed outline of your | 
past business history || 
and salary expected to || 


T. G. PLUMB 
Sales & Office Personnel 
Goodyear Tire & Rubber Co. 
Akron, Ohio 


In the “Heart of America” 


That’s no dust storm you see 20 miles South of Kansas 
City. It’s KMBC’s farm department going to work on the 
new 400-acre KMBC farm—another FIRST in the “Heart 
of America”. KMBC has been FIRST with a full-time farm 
KMBC has been the only station in 
this rich livestock and grain area authorized by livestock 
interests to broadcast official market reports direct from 
the Kansas City Livestock Exchange with Bob Riley, a full- 


editor, Phil Evans. 


time marketcaster. 


Help KMBC Name Its New Farm! 


Now, another FIRST is KMBC’s developmental livestock 


farm! 


August 15th. 


SINCE 


1928—THE 


On this farm, just across the Missouri line in Kan- 
sas, KMBC is putting into practice, so all can observe, the 
things its farm experts recommend to their many listeners. 
Your suggestion of a name for this latest KMBC “FIRST 
in the Heart of America” may win a $100 War Bond. 
Remember though to send in your suggestions before 
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Magazines Tell 
Their Story of 
Aid to War Effort 


Simple Ramphlet 
Outlines Work in 


Welding America 


New York, July 29.—The vital 
place of national magazines in build- 
ing and maintaining civilian morale, 
and in informing and explaining the 
meaning of the war, the nature of 
the enemy, and the assistance re- 
quired of the home front, is ex- 
plained in “Magazines and _ the 
War,” a pocketsize pamphlet which 
has just been published by the Na- 
tional Publishers Association. 

The pamphlet is being distributed 
to members, to Senators and Con- 
gressmen and key officials in im- 
portant government agencies. In 
addition, members of the NPA are 
expected to distribute substantial 
quantities to their own lists. Copies 
for such distribution are being made 
available at cost. 

Pointing out that “knowing what 
we are fighting for, knowing that it 


|job of our pyschological forces. 


is worth fighting for, is the essence” 
of morale, the pamphlet declares 
that “to weld the impregnable 
American will power is the special 
It 
must be done by national magazines, 
newspapers and radio. Like mem- 
bers of a bomber’s crew, these forces 
are highly specialized. Success de- 
pends upon enabling each to func- 
tion to the utmost. 


Stresses Interpretation 


“We need our newspapers for the 
news, but we need our magazines 
for interpreting the news,” the 
pamphlet continues. “The full sig- 
nificance of Nazism was given 
Americans everywhere by their 
magazines. We came to know more 
about Hitler and his purposes than 
did any other people in the world. 

“In this ‘wartime university’ we 
learn the nature of our enemies, 
continually get lessons in what we 
are fighting for and how well we 
are fighting. 

“National magazines are as Amer- 
ican as the Declaration of Indepen- 
dence, in spirit, in scope and in 
influence. 

“With 109,000,000° people buying 
an average issue of all magazines 
(additional millions read them), 
they are the nationwide avenues of 
information. They do the job which 
the national newspaper or national 
radio station does in a European 
country. 

“You can see their nationalizing 


,influence all about you. California 
bungalows have been built in every 
| locality. The pantry shelves every- 
where are stocked with much the 
same foods; the department stores 
of Texas or New York sell similar 
merchandise. Men and women from 
every state are on Michigan Boule- 
vard or Pennsylvania Avenue but 
you can’t tell where they came from 
by looking at them. 


Conditioned American Minds 


“It isn’t circulation alone that 
makes magazines national. It is 
the matured, considered viewpoint 
which molds public opinion from 
the Wyoming ranch house to a 
Hollywood mansion or a Harlem 
apartment. It is the interpretation 
and dramatization of events which 
make them mean something to 
every American. 

“When war came,” the pamphlet 
continues, “national magazines were 
already in khaki. They volunteered 
long before Pearl Harbor. They 
were educating Americans to the 
need for rationing, priorities, and 
other controls when England was 
marching to war... Without this de- 
veloping of public opinion, how 
could there have been such an un- 
precedented increase in production 
. . .2. How could the 130,000,000 
people in our 48 states been quickly 
sold on the need to conserve, con- 
vert and curtail? How could they 
have been enlisted to restrict the 


use of their cars, the heating of 


Kn 
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their homes, their diets and to ac- 
cept more standardized dress?” 

According to one government 
agency, the pamphlet says, by Jan- 
uary of this year magazines had 
printed 1,500 stories and articles 
covering 3,755 pages containing war 
information, with many more since. 
About 50% of current editorial ma- 
terial deals with war themes. 


Benefits Incalculable 


“No one can calculate the bene- 
fits from just one article,” says the 
pamphlet. “Take blood donating. 
Magazines have explained it. They 
have cleared fear from _ people’s 
minds. They have shown the vital 
need for plasma on the battlefront. 
How much blood has been donated 
as a result? How many lives have 
been saved? 

“You can’t estimate the amount 
of war bonds and stamps that have 
been sold through the influence of 
magazines. Nor can you measure 
the important effect of articles, edi- 
torials and pictures explaining in- 
flation, conservation, the food situa- 
tion, manpower and other vital mat- 
ters. You know we are stronger as 
a nation, better prepared to fight 
this war, because magazines have 
dramatized priorities, nutrition, the 
scrap shortages and the equipment, 
training, and heroism of our Army 
and Navy, but you can’t add these 
things up like a column of figures. 

“There is a gauge though. The 
words that come from readers are 
more impressive than any measur- 
ing rod. There are thousands of 
letters in the offices of every mag- 
azine editor on how the American 
people have been moved to patriotic 
action. Pick any you like and you'll 
sense what a tremendous job the 
magazines have done.” 


Public Opinion Vital 


Quoting Washington, Jefferson 
and others on the importance of an 
informed public, and tracing the 
development of national magazines 
from post-Civil War days to the 
present, the pamphlet asserts that 
“there was no question about the 
essentiality of magazines” in World 
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WarlI. “They helped win that war 
for America. . . 

“The essentialities of this war are 
no different. In fact, more than 
ever before this is a war of public 
opinion. No one knows this better 
than our enemies. They know that 
freedom and democracy with Amer. 
ican unity and morale would suffer 
serious blows if national magazines 
should be unwisely restricted. They 
would cheer any such action, so 
closely are national magazines and 
national welfare linked in America 
—in war and peace. 

“So it is vitally important to us 
to appreciate just what national] 
magazines are. Primarily, of course, 
they are editorial ability and cour- 
age, with high publishing ethics. 
Physically, they are principally pa- 
per and ink. Ink supplies are suffi- 
cient. Magazine paper is wood and 
mineral fillers. The fillers, clay and 
calcium carbonate, etc., are abun- 
dant. So is wood. 


Use 5% of Paper 


“Magazines use about 5% of the 
total paper consumed annually, 
That is, out of a total of 19 million 
tons produced in 1942, only 950,000 
tons were required for the service 
rendered by national magazines. 

‘“‘Magazine publishers will use less 
paper this year than last, thereby 
helping to meet the nation’s mili- 
tary needs. They have reduced 
waste, trimmed page margins, lim- 
ited circulations in many cases and 
conserved paper in other ways. Con- 
sumption will be reduced about 
10% in 1943, a saving of over 90,- 
000 tons. That is a patriotic accom- 
plishment. 

“Publishing, pulpwood and paper 
industries have gone much farther 
to solve this national problem and 
have initiated a program for in- 
creasing supplies of paper and pulp. 
That is the American way of solv- 
ing problems—increasing production 
rather than the easier but less in- 
genious way of reducing usage. 

“There is ample wood, prime for 
cutting, in our forests, to meet the 
increased needs of the Army and 
Navy and other requirements. Sur- 


Plus 


57.5 


O 


* 


This is the remarkable showing of the DAILY 
NEWS for the first six months of 1943. 


that demands the serious consideration of every 


national advertiser. 


16.67 


O 


* 


With a recognized Industrial Readership and 
of its circulation concentrated in Philadel- 
phia’s industrial area, this is a logical and natural 


91% 


trend. 


Reach the Purse of the “New Rich” 
Through the Columns of the 


DAILY NEWS 


PHILADELPHIA'S 


ACHIEVEMENT 
2 FIRSTS kK wk & 


An achievement which has not been 
equaled by any paper in Philadelphia, 
showing during this time gains totaling 


YEARS 


OF CONSECUTIVE 
MONTHLY GAINS 
IN ADVERTISING 


NATIONAL GAIN 


20.6% greater percentage of 
gain than any other Phila- 
delphia newspaper. 


A first 


TOTAL DISPLAY 


The largest gain of any pa- 
& . & . . . . 
per in Philadelphia’s rich in- 

dustrial area. 


ONLY TABLOID 
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national magazines next month by | 
Norge Division of Borg-Warner 
Corporation. 

Special copy directing the atten- 
tion of dealers to the new campaign 
is scheduled for August issues of 
business papers, and the magazine 
advertisements, both in black and 
white and four colors, will be fol- 
lowed up by an aggressive news- 
paper campaign using dailies in 
more than 130 major cities. 


Keep In Touch with Dealers 


Meanwhile, according to Howard 
E. Blood, Norge president, the com- 
pany plans to keep a close contact 
with more than 5,000 dealers 
through mailing pieces, dealer 
helps, the Norge Jury of Marketing 
Opinion and dealer meetings dur- 
ing the fall and winter months. 


The magazine series will carry 
reproductions of paintings drama- 


tizing the important roles women 
are filling for victory in wartime 
America. The first, portraying a 
girl air raid warden on a roof scan- 
ning the sky, carries the headline— 
“Night Watch.” Subsidiary illus- 
trations and copy tie the headline in 
with the product, by spotlighting 
the clock on the Norge refrigerator 
which automatically defrosts at 
midnight; the dealers, by empha- 
sizing available service for Norge 
owners who may require it; and the 
company’s achievements in produc- 
ing more than 40 different war 
items, including gun mounts and 
turrets. The copy adds this appeal: 
“When it’s over—see Norge before 
you buy. In the meantime buy more 
war bonds.” 

The new series will be continued 
through the remainder of the year. 
Magazines on the list include 
American Home, Better Homes & 


43 


Gardens, Collier’s, Farm Journal 
and Farmer’s Wife, Good House- 
keeping, Holland’s, Household, 
Ladies’ Home Journal, Life, Mc- 
Call’s, The Saturday Evening Post 
and Sunset Magazine, as well as 
the Saturday magazine section of 
the Christian Science Monitor. 

Advertising to the trade points 
out the new campaign is planned to 
be not only in harmony with gov- 
ernmental wishes but to be of the 
greatest possible help to Norge 
dealers. Norge advertising, it says, 
will support the government in its 
morale-building efforts; define its 
participation in war production; 
assist Norge owners to get the best 
service possible from their present 
equipment; acquaint the consumer 
with the advantages of postwar 
products, and maintain good will. 

Campbell - Ewald Company, De- 
troit, handles the account. 


‘ar SALUTE TO WOMEN W ’ W T 
ee | omens Wartime 
7 WATCH . 
lic be : 
: Duties Keynote 
a 
er. . 
fer N C 
: orge Campaign 
\ey 
a Magazines, Newspapers 
ica and Trade Publications 
us to Carry Messages 
na 
se, Detroit, July 29.—Keynoted with 
+4 a salute to American women for 
“a vital wartime services they are per- 
fi. ~aen forming for their homes and coun- 
and Wh me oy try, a new series of full-page ad- 
and NORGE? “ vertisements will be launched in 
un- as bone waenee faecsbee ° 

Norge Division of Borg-Warner Corp. 

salutes the wartime services of American 
the women in @ new campaign starting in 
lly. August issues of national magazines and 
lion business papers, to be followed by an 
000 extensive newspaper drive in major cities. 
vice Campbell-Ewald Co., Detroit, is the 


agency. 


eys show that cutting of an addi- 
ional three cords per hundred acres 
§ farm woodland in the 22 principal 
uulpwood producing states will sup- 
and ly the pulpwood required to meet 
; resent paper needs. 


90,- Ready for Postwar Job 


“In America-the-bountiful our 
problems of necessary supply can 
aper He solved. We have the resources. 
Ve have the ingenuity. And we 
and ave the incentive. Not only the 
neentive to win this war as quickly 
ulp. [B: possible but an incentive to win 


olv- he peace and go forward to years 

‘tion American progress and pros- 
in- perity. 

‘ “And when the peace comes—as 

for : will—we must make sure that we 
the ave strong national magazines, to 

= eopen the channels of distribution, 


egear our nation to normal produc- 
ion and consumption and repair the 
he economic damage so that Amer- 
cans can regain their high standard 
f living and lead in rehabilitation 
bf the world.” 


AAT Issues Folder 


Station WAAT, Newark, N. J., 
as released a folder embodying a 
ew coverage map of America’s 
ourth largest market based on a 
reakdown of more than 100,000 
leces of station mail received be- 
ween Jan. 2 and April 1, 1943. 
repared in accordance with the 
ecommendation of the time buyers’ 
ommittee of the Four A’s and the 
ales managers’ committee of the 
ational Association of Broadcast- 
rs, the folder also contains other 
latistical information regarding 
orth Jersey’s market of more than 
000,000 people. 


wa" wri = 


awcett Grants Norman | 
7 mited Leave to WPB 


Allen E. Norman, secretary of 
le awcett Publications, New York, 
5 las been granted a limited leave of 

Posence to serve as a dollar-a-year 
msultant to the magazine and) 
eriodical section of the printing | 
nd publishing division of the War 

‘roduction Board. 
f While Mr. Norman continues as 
n officer of the Fawcett companies, 
A ll devote his full time to the 
‘PB assignment in Washington, | 


Y C.. effective Aug. 2. | 
at P 
7 Post’ Promotes Foskett 


Elbridge B. Foskett, who joined | 
4€ national advertising staff of the 
ew York Post in December, has 
een appointed promotion manager. | 


ae ‘r. Foskett has been active in the | 
“ rfid of advertising, marketing and | 
indising in New York and 


‘on for the past 20 years. 


ACCEPTANCE 


iS THE 
YANKEE NETWORK'S 
FOUNDATION 


il WHAT’S GOING ON? 


© Mcnufacturers and their advertising 
“Jencies are using this inexpensive 
Sipping service for collecting editorial 
Publicity, for making research and 
mari t studies, for maintaining com- 
= @ advertising files and for de 
ng sales prospects on certain 
Ypes of products and services. 


Write for Booklet No. 20. 


N'S CLIPPING BUREAU 
ba “Wacker Bidg. Chicago, ti, 

SS PAPERS © FARM PAPERS 
CEMERAL MAGAZINES 


presented. 


Twenty stations — each with a 
local. identity as unmistakable as 
that of the leading department 
store, the neighborhood druggist 


or the grocer — and 
friendly influence. 


21 BROOKLINE AVENUE 
BOSTON, MASSACHUSETTS 


sell New 


WENTY markets 


were more open to the per- 
suasion of good merchandise well 


that never 


: = The Package to buy... 


England! 


A set-up that starts you right in 
the middle of the shopping district 
in each market and covers all city 


and suburban residential areas. 


with the same 


You cannot do better than this, 
and you cannot do as well with- 
out The Yankee Network. For local 
acceptance throughout this 
market New England area is an ex- 


clusive Yankee feature. 


THE YANKEE NETWORK, INc. 


Member of the Mutual Broadcasting System 


EDWARD PETRY & CO., INC. 
Exclusive National Sales Representative 


20- 
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Canadian, U. S. 
Publishers Debate 
Govt.-Paid Copy 


Disagree Over 
Possible Dangers 
to Free Press 


Chicago, July 29.—The question 
of whether governments should buy 
newspaper advertising was given 
a thorough airing this week, with 
Harmon E. Rice, publisher of the 
Forester, Huntsville, Ont., and past 
president of the Canadian Weekly 
Newspapers Association, upholding 
the practice, against J. O. Em- 
merich, editor and publisher of the 
Enterprise, McComb, Miss. 

Sharply contrasting views of the 
two publishers are presented in the 
July issue of the Rotarian, in a 
“Debate-of-the-Month.” Advertise- 
ments employed in regular wartime 
campaigns by both Canada and 
England are illustrated, showing a 
great diversity of appeals and aims. 

Pointing out that the policy of 
the Canadian government in using 
daily and weekly papers to explain 
policies and clarify laws is not new 


in principle, since official notices 
are common practice, Mr. Rice ex- 
plains that the policy merely has 
been extended. Radio is used to 
supply quick and broad coverage, 
with complete details following up 
in the press. 


No Discrimination 


“Daily and weekly papers across 
Canada are utilized without the least 
discrimination,” he continues. “No 
legitimate paper is excluded be- 
cause its party policy is at variance 
with that of the government. No 
strings are attached. The supposi- 
tion that such patronage might en- 
danger the freedom of the press is 
worthy of no serious consideration 
in Canada. 

“Scores of papers, both daily and 
weekly, whose editorial policy dif- 
fers with the party in power, con- 
tinue to exercise their right of free 
criticism. And to this the govern- 
ment makes no protest, nor has it 
in any case in the whole country 
withdrawn patronage because of 
editorial opposition.” 

Manpower regulations have pro- 
vided one of the Dominion’s most 
controversial problems during the 
war, Mr. Rice points out, passing 
through a dozen different phases, 
yet through unrestricted use of 
newspapers the government has 
made the changes clear and has 
avoided “tremendous complica- 
tions.” Government advertising has 
been used for purely administrative 
problems, to aid national economic 


enterprises, such as salvage, Vic-; 7. 
tory loan campaigns, etc. 


Answer Is “Yes” 


Perhaps that’s a sign of a 
healthy, vigorous democracy. I 
rather think it is.” 


“Should governments buy adver- Sees Threats to Press 
tising space in newspapers?” he Government advertising threat- 
concludes. ‘““My answer, and it is the|}ens a free press, Mr. Emmerich 
same answer the vast majority of| contends, insisting that the “seeds 
Canadian and English newspaper| of a _ subsidized press” lie in the 
publishers would give, is ‘yes.’| fact that arguments in favor of the 
Every national government, especi- | Bankhead bill emphasize the 
ally those at war, has messages it| weekly newspaper’s need of reve- 
must convey quickly and com-| nue—not the government’s need of 
pletely to the people. How much| advertising space. 
better all around that it should say “Proponents of the bill scoff at 
to the publisher, ‘Hold a quarter| the charge that it would subsidize 
page of space for us in your July| the press,” he points out. “Yet the 
15 edition,’ than to come around| individuals who wrote the bill 
with an eight-page mimeographed| feared that very danger. In the 
release and urge its use free of} bill itself they made an effort to 
charge in his editorial columns. throw up a breastworks of defense. 

“Publishers are patriotic, Heaven| One weekly editor, one daily edi- 
knows, but the space in their news-|tor, and one advertising agency 
papers is a commodity; it is what] representative would be called in 
they sell; it is their bread and but-| to ‘completely safeguard the free- 
ter. No government should expect| dom of the press;’ ‘to avoid inter- 
free handouts of that valuable| ference in any manner with the in- 
commodity week in and week out/ dependence of any newspaper.’. . 
from any publisher. We in Canada, | ‘to keep the war-finance campaign 
Britain, and other British Do-| nonpartisan’... ‘to protect edi- 
minions think we have hit upon a|/tors and publishers in their right 
dignified, efficient, and equitable al-| of criticism whenever they deter- 
ternative. mine that such criticism is justified.’ 

“The cry that government adver- “Thus the proponents of the 
tising in newspapers suborns the| Bankhead bill recognize the danger 
press is nonsense! It is, as I have} which they deny is present. Yet, 
said, by no means a rare event to| instead of steering clear of the dan- 
find the editorial pages of a Do-| ger which in the end could spell 
minion newspaper, heatedly berat-| disaster to democratic processes, | 
ing the very government from) they insist, for the sake of a few 


| which it received that ‘ad’ on Page| government dollars, upon risking | 


| the most sacred trust ever imposed 


In The Money! 


Columbia’s powerful station in Ohio’s Third Market 


can mean more sales, more influence for you now, 


At the race track, the payoff comes to those ticket- 
holders who “have” the first three horses. Here in 
Ohio, the winning combination for smart radio time- 
buying finds WKBN in the money! In the “First 
Three” of Ohio’s Market Areas—Cleveland, Cin- 


cinnati, and Youngstown. 


In Youngstown, there’s only one station that does 


a complete job of coverage. WKBN not only sends 
a powerful—and popular—signal into the homes of 
the 491,974 people in the Metropolitan Market but 
commands a potent Influence-Power among 1,599,- 
819 people in Northeastern Ohio and Northwestern 
Pennsylvania. Here is a rich, concentrated indus- 
trial area; a half-billion dollar retail market; and you 
get intensive coverage of the high income workers 
in the area with one station —WKBN. 


This great centre of America’s Steel production is 
hard at work . . . pouring out of its Bessemer con- 
verters and blast furnaces the tons and tons of Steel 
that go into tanks .. . guns . . . ships. 


railroad cars . . . untold numbers of uses. 


“$000 watts\/ 


by constitution and tradition in a 
body of men and women.” 


Floodgates May Open 


The government can advertise 
without causing a threat to the free- 
dom of the press, but not under 
provisions of the Bankhead bill, 
Mr. Emmerich says, adding that 
“once the floodgates are open, other 
government agencies may seek ap- 
propriations for their bureaus and 
eventually there will result a press 
more concerned with the advertis- 
ing revenue of a dozen bureaus and 
how to attain it, than in the 
strangle hold which bureaus may get 
upon the liberties of the people.” 

Space in its advertising columns 
is the paper’s commodity and live- 
lihood, but part of it can well be 
devoted to war efforts, he main- 
tains. “The profit motive which ac- 
tuates private advertisers is far 
less potent than the patriotic urge,” 
he insists. “This was proved not 
so long ago when the nationwide 
scrap drive did not at first meas- 
ure up to full expectancy. But 
when the government of the United 
States asked newspapers to help 
simply out of sheer patriotism, the} 
scrap poured in. The drive was an 
immediate success.” 


McKesson Issues 
Training Book 
for New Clerks 


| New York, July 28.—Direct ac- 
| tion is being taken by McKesson & 
| Robbins, Inc., to assist the 32,000 
retail drug stores it serves to meet 
the common problem currently 
confronting the industry in training 
| inexperienced clerical help. 

A comprehensive book entitled 
|Your New Position as a Drug 
|Clerk” has been written for the 
company by Theodore N. Beckman | 
and Edward E. Garrison of the} 
School of Business, Ohio State Uni- | 
versity. It is now being distributed | 
to chief house executives and mer- 
chandising managers of the com- | 
pany’s 66 divisions for redistribu-| 


and in the important postwar years when Youngs- (tion through store proprietors to) 
town will be turning out Steel for automobiles . . 


men and women recently employed 
and interested in learning all they 
can about the drug business. 

The first edition numbers 20,000 | 
copies. Other editions may run the 
total to as high as 60,000, according 
to L. M. Van Riper, vice-president | 
in charge of advertising, who is di-| 
recting this latest McKesson war- 
time development. 

Instructions issued regarding dis- 
tribution of the book suggest that 
merchandising managers and mer- 
chandisers themselves first read it 
carefully. Then they are asked to| 
select those drug store proprietors 
who are employing new people and | 


510 KC 


asking for permission to present] 


have been taken into the stores. 

An important point in the Mc- 
Kesson plan calls for making these 
presentations in as personal a man- 
ner as possible. McKesson repre- 
sentatives autograph each copy 
presented. Merchandisers will 
continue to check with these new 
| clerks whenever possible. 


present copies to the proprietors, | 


other copies to new clerks who| 
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Houston Company 
to Make Home 
Dehydrators 


New York, July 28.— Houston 
Ready-Cut House Company, Hoys. 
ton, Tex., placed a 250-line inser. 
tion in today’s New York and Chi. 
cago business newspapers captioneg 
“Important Wartime Announcement 
to Wholesalers and Dealers,” saying 
that under WPB Limitation Orde, 
No. L-308, the company has been 
authorized to manufacture domestic 
food dehydrators for home use. 

The advertisement says its dehy- 
drators are manufactured in accor. 
dance with Tennessee Valley Ay. 
thority specifications and are made 
of lumber frame and_ fiberboarg 
sides and tops, containing eigh 


- 
© 
ben 
a 
* 


wood-slat trays, five receptacles fo, F 
200-watt lamps, a fan and thermo- 9 junc 
stat. Wiring and hardware are jp. 
_|stalled and the dehydrator , MM Pee 
shipped assembled ready for use. |; MM the 
stands 39” high, is 26%” deep anq i fect 
213%4” wide. end| 
Last week General Electric Com. ire 
pany announced (AA, July 26) \ mem 


would produce 18,000 dehydrators 
About 31 manufacturers have bee, 
given official WPB sanction to man- 
ufacture 100,000 dehydrators during 
the month of August, production t 
cease by Sept. 1. OPA has estab- 
lished a ceiling price of $49.95 for 
the Houston Company’s product. 


-ANNOUNCEMENT 


THE PARENTS’ INSTITUTE, INC. 


announce® 


LARGEST CIRCULATION 
MAGAZINE FOR GIRLS 
—from 11 to 17 years old 


Fin i 


an 
The “JIVE” that ma 
it "SUPER SOLID’ 


COMICS .. . Drawn especially to 
appeal to girls. True stories and true- 
to-life stories in full color comics. 


FICTION . . . Sparkling short sto” + 
and popular mystery serials by ov'- 
standing authors, profusely illustrated. 


FASHIONS . . . The latest and best 
on teen-age fashions vunanimovus!y 
okayed by readers, store buyers, ond 
stylists. 


MOVIES .. . Reviews and preview® 
to guide the choice of young fons, 
plus star “personality” stories. 


GOOD LOOKS ... Ali the lems 
of grooming, mak ‘ beauty 
care ex y treated from the stand- 
point the growing girl. 


JUNIOR HOUSEKEEPING .. . Por'y 
ideas for young hostesses, and cooking 
that’s fun for the high school crow? 


THINGS TO DO AND TO MAKE... 
Hobbies, sewing, home decorating 


GIRLS IN THE NEWS .. . and feotur* 
articles of particular interest to gir!* 


CALLING ALL GIRLS is full of “pep.” 
yet is always in good taste . . . every 
poge speaks the teeners’ eB 
in short, ‘right on the beam.” 


Sample Copies and Additi 
Data Gladly Sent on Re 


CALLING ALL GIR 
Published by The P * Institute, 
52 Vanderbilt Ave., New York 17, N 
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Sent PEABODY COAL COMPANY 

S$ for 2395 South Le Salle Street, Chicege, Hilinets 

rmo seamen SPRINOTIEAD SL LOUIS OMAHA MINNEAPOLIS: CleCINMATI: MEW TORK 

e z Peabody Coal Co., Chicago, dramatizes 

se. Ji [the home front importance of coal ef- 

> and iy fectively by terming it "firepower" for 
endless war duties. Precision refining 

Com. methods used for Peabody S-P coal are 

26) | emphasized. This copy is appearing in 

“ators newspapers. 

beer 

mar 

‘uring fK MBC to Operate 

10n t 

esi: $Own Farm; Offers | 

‘ 0 

. [Prize for a Name 
Kansas City, Mo., July 29.—With 
bout half of its potential listening 
audience living on farms, Station 
KMBC has decided to go all-out in 
ervice to its farm listeners, and 

C. mas announced completion of all 
reliminary details for the station’s 
eration of a 400-acre livestock 
arm. 

7 Located 20 miles from downtown 


<ansas City, just across the Mis- 
ouri line in Kansas, the farm will 
riginate twice daily broadcasts by 
hil Evans, KMBC’s farm editor. 
he enterprise will be no “gentle- 
nan’s farm,” but a working entity 
nanaged along purely practical 
ines, and will definitely aim to be 
elf-supporting and profitable. 
ated as we are, serving the ‘heart 
ff America,’ the great grain and 


“Lo- | | 


ivestock area, we feel we can do a} 
it of good by actually putting into | 


ractice, so all can observe, 
hings our farm experts have beer. 
ecommending to KMBC farm list- | 
ners, 
if the broadcasting company, ex- 
lained. 


the | 


Arthur B. Church, president 


The farm is so far nameless, and | 


Ir. Church welcomes suggestions 
tom advertising men. An award 
fa $100 war bond will be made 
0 the advertising man whose sug- 
estion is accepted as the official 
lame. The KMBC farm will main- 
ain a pure-bred herd of Angus 
attle, Berkshire and Hampshire 
logs, Hampshire sheep, New Hamp- 
hire and Leghorn chickens, and 
dairy herd of Guernsey cattle. 
tops to be raised include corn, 
Orghum, wheat, oats, flax, soy- 
ans and alfalfa. 


Appoints Agency 

The Electronic Corporation of 
Merica has appointed Shappe- 
Vilkes, Inc., New York, as its ad- 
ertising agency. 


Whose trade mark is this? 


fyou’ll write Collins, Miller 
‘ Hutchings, Inc., Photo- 
igravers, 207 N. Michigan 
ve., or phone FRAnklin 
5854, we will tell you. 


S. A. Countries 
Piling Up Huge 
Credit Balances 


Syracuse, N. Y., July 27.—South 
American manufacturers and mer- 
chants are uniformly busy and the 
countries themselves are piling up 
immense credits in the United 
States which will be available for 
purchase of goods after the war, 
Franklin Johnson, publisher of the 
American Exporter, told members 
of the Syracuse Advertisers Club 
at a luncheon meeting July 24. 

By March 1, 1944, South Ameri- 
can countries will have a billion 
dollars in unexpended balances in 


the United States, Mr. Johnson es- 
timated. 

“I am amazed at the way South 
America is maintaining its economy 
despite the small amount of goods 
which either we or England are 
able to send to that part of the 
world,” he said. “Our shipments last 
year held up pretty well. This 
year they are off 60%, but I think 
we are over the worst of it as the 
supply of shipping unexpectedly 
increased very rapidly in the last 
three months. 

“I found only two factories down 
there closed because of lack of sup- 
plies, and it was not until I got to 
Uruguay, where there had been the 
worst drought in 25 years, that I 
could find a single vacant store for 
rent.” 

Mr. Johnson said that stories of 


unfair British competition under 
lend-lease were “absolutely false,” 
and that the good neighbor policy 
is successful. 


Hygienic Products 
Boosts Bond Sales 


Hygienic Products Company, 
Canton, O., maker of Sani-Flush 
and Melo, has launched a maga- 
zine campaign as a contribution to 
the war effort, to stimulate the sale 
of war bonds and stamps for post- 
war purchases, using Collier’s, Lib- 
erty, Life and The Saturday Eve- 
ning Post. The company was 
inadvertently referred to recently as 
Hygienic Food Products Company. 

N. W. Ayer & Son, Philadelphia, 
handles the account. 
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To Emphasize Guardian 
Role of Newspapers 


The theme for National News- 
paper Week to be observed Oct. 1 
to 8, will be “The Newspaper— 
Guardian of the Home Front,” Ver- 
non T. Sanford, manager, Okla- 
homa Press Association and chair- 
man of the public relations com- 
mittee of Newspaper Association 
Managers which is sponsoring the 
week, has announced. 


Takes New Quarters 
Advertiser’s Service Division has 
moved its executive offices and art 
department to the Lincoln Building 
at 60 E. 42nd St., New York. The 
telephone is Murray Hill 2-0310. 


BUT... 


According to Media 


Daily News led all Los Angeles daily 
newspapers in General Advertising 


for June. 


DAILY NEWS........ 184,486 LINES 
DAILY TIMES ....... 170,495 LINES 
HERALD-EXPRESS .... 172,323 LINES 
DAILY EXAMINER ... 130,157 LINES 


But 


leadership. 


Last April, due to newsprint rationing 


Without benefit of any ‘war babies” itis 


. Space buyers are entitled to 
know that certain unusual circum- 
stances were responsible for this 


Records the 


Department. 


plained in May issues of national 
advertising trade journals. 
in this vital defense area the man- 
power shortage is so acute that many 
employers are utilizing our display 
columns to advertise for urgently 
needed workers. We considered this 
linage as ‘‘Local,"’ but Media Records 
chose to classify it as ‘‘General.'’ Thus 


a “war baby” 


rarily at least, for boosting us into 
technical first place among all Los 


significant, according to Media Records, 


that the Daily News is the only Los 
Angeles newspaper to show a gain in 
General Advertising for the 6-year 
period from 1937 through 1942. 


and other wartime problems, we dis- 
continued our Classified Advertising 
This move was ex- 


is responsible, tempo- 


Angeles daily newspapers in general 
linage during June, a position we 
don't rightly deserve... yef. 


In fairness to everyone. . . we submit 


However, total: 


Obviously such a record is not merely a flash in the pan 
but represents a consistent, substantial, significant trend. 


Media Records total General Adver- 
tising figures for the first 6 months of 
1943, subtracting employment dis- 
play linage from the Daily News 


HERALD-EXPRESS .... 903,617 LINES 
DAILY TIMES ....... 824,373 LINES 
DAILY NEWS ....... 669,039 LINES 
DAILY EXAMINER ... 647,174 LINES 


These figures place the Daily News 
on an identical basis of comparison 
with other papers and show us to be 
not first, but third. 


DAILY NEWS.... GAINED 372,897 LINES 
DAILY TIMES....... LOST 327,010 LINES 
DAILY EXAMINER... LOST 546,834 LINES 
HERALD-EXPRESS... LOST 631,352 LINES 
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Armstrong, Pierce, 
Return to GM 


W. F. Armstrong and Frank R. 
Pierce, both former members of 
General Motors Corporation, have 
returned to accept new posts. Mr. 
Armstrong, who has been named 
special assistant to Albert Bradley, 
executive vice-president, returns to 
the corporation after an absence of 
six years, during which time he 
served as vice-president with Nash- 
Kelvinator Corporation. Previously 
he had been employed by GM or its 
subsidiaries since 1912; his last pre- 
vious employment with the corpor- 
ation having been in 1937 as assist- 
ant manager of the Frigidaire 
Division. 

Mr. Pierce, who returns af- 
ter an absence of four years, has 
been named head of the Detroit of- 
fice and will have executive and 
administrative responsibilities for 
all the department’s activities 
through that branch. During the 
past four years Mr. Pierce served 
as vice-president in charge of sales 
for Nash-Kelvinator Corporation. 
His last connection with GM was as 
household sales manager of Frigi- 
daire Division. 


Phale lolphia’s . Selection 
PAINTED DISPLAY 


WALLS 


PHILADELPHIA un - BROAD ST © RAODCLIF 7175 


Food Agency Gets 
Data on Flour 
Enrichment Edict 


Groups Asked to 
Explain Stand on 
Proposed WFA Order 


Washington, D. C., July 27.—Early 
decision was forecast this week on 
a proposed order of the War Food 
Administration that all white flour 
for human use be enriched to boost 
the nation’s nutrition to the highest 
possible wartime level. 

More than 200 representatives of 
milling and baking industries, vita- 
min manufacturers and consumers 
discussed the proposal which would 
extend the scope of existing regula- 
tions requiring enrichment of com- 
mercially-produced bread. The pub- 
lic meeting was held here July 21. 
Interested parties were given two 
additional weeks in which to file 
written statements of their opinions 
on the order, after which WFA offi- 
cials will decide on action to be 
taken. 

The nutritional need for enrich- 
ing all white flour, for home use as 
well as commercial bakery use, was 
emphasized by Dr. Russell M. Wil- 
der, chief of the civilian require- 
ments branch of the Food Distribu- 
|tion Administration. He said that 
| although flour is the most important 
| Staple in the diet, some of its most 


| valuable nutrients—vitamin B,, nia- 


cin and iron—are removed through 
the milling process. These must be 
restored, he added, if the flour is to 
provide its maximum dietary bene- 
fits. 


Sees Widespread Benefit 


“In my opinion,” Dr. Wilder said, 
“enrichment of bread and flour has 
initiated a movement which ulti- 
mately will encompass the entire 
food environment and have effects 
on the public health as favorable as 
those which followed the inspection 
of meat, eradication of tuberculosis 
from dairy herds and milk, and el- 
imination of the germ of typhoid 
fever from the supply of water.” 

While approximately three- 
fourths of all white family flour con- 
sumed in the United States is en- 
riched voluntarily at present, Dr. 
Wilder pointed out, the flour that is 
not enriched for the most part is 
used in sections of the United 
States where the nutritional status 
of the population is poorest and the 
public health need for enriched 
flour is greatest. Since last Janu- 
ary, Food Distribution Order I has 
required all commercial bakers to 
enrich white bread. 

It was emphasized at the hearing 
that equipment is available for en- 
riching all white flour, that the 
change in customary milling prac- 
tices is minor in character and the 
cost of enrichment is small, not ex- 
ceeding 35 cents a barrel of 200 
pounds. 

Testimony given disclosed that 
many manufacturers of white flour 
who are not now enriching refrain 
from doing so because of fear of 
the competition of others who are 
not enriching and can therefore 
sell flour at a= slightly lower 
price. Many of these manu- 
facturers recognize the public health 


NEW RATES show 


17% reduction in 


cost per page per 
thousand since 1941 


ADVERTISING REPRESENTATIVES: 


Wii THE \MPROVEMENT ERA 


Here's a homogeneous market of thrifty, progressive, 


prosperous people that can best 


lication through the Improvement Era. 


Now in its 46th year, the Improvement Era — in the 
magazine field—is “the voice" of the Church of Jesus 
Christ of Latter-day Saints (Mormon). In the past two 
years its circulation has increased 55 per cent. . . without 
"pee commissions, club offers or discounts of any 


ind . . . while its advertising 
increased only 25 per cent. 


From a standpoint of advertising volume and ABC net 


paid circulation, 1942 was the 


Meanwhile its reader acceptance has kept pace with circu- 


lation and advertising gains. 


Most Improvement Era readers live in the prosperous 
West, where farm prices, payrolls, and purchasing power 
are at an all-time, all-nation high. 


IMPROVEMENT ERA 


50 NORTH MAIN STREET - - - - 


Salt Leake City: Francis M. Mayo 

San Francisco: Edward S. Townsend Co., Russ Building 
Chicago: Dougan & Bolle, 400 North Michigan Avenue 
New York: Dougan & Bolle, 475 Sth Avenue 


be reached in a single pub- 


rate (just announced) has 


best in a 45-year history. 


* SALT LAKE CITY, UTAH 


‘"RUGGED' 


Ovtes 20000 ayeats 


ME FOR 130 MILOON AMERICANS 


The first of a series of advertisements 
scheduled by Kirkhill Rubber Co. for 
Time illustrates soldier slang, such as 
"Salt Water Cowboy,” and ‘Emma- 
Gee," with "rugged," the fighter's: word 
for everything that tan "take _ it,” 
adapted to the company's product mes- 
sage. Hixon-O'Donnell Advertising, Los 
Angeles, is the agency. 


importance of enriching white flour 
and have expressed a desire for reg- 
ulations which would require com- 
pliance by all millers. While all the 
groups represented favored the en- 
richment program generally because 
of its obvious nutritional benefits, 
various trade representatives sug- 
gested different means of its accom- 
plishment. 


Millers Agree to Comply 


Millers endorsed the enrichment 
program, giving specific approval to 
the enrichment of white family 
flour, but taking no stand on bakery 
flour enrichment at the mill. Bak- 
ers were more directly concerned in 
this phase of enrichment, it was felt. 
The millers stated, however, that if 
the government should issue an or- 
der enriching all white flour, they 
were prepared to accept the respon- 
sibility. 

Most of the baking industry rep- 
resentatives attending the meeting, 
though favoring enrichment, op- 
posed mandatory mill enrichment of 
bakery flour, feeling that the bakers 
should have the option of either 
buying enriched flour or enriching 
bakery products by adding vitamins 
and iron in the bake shop. This, 
they pointed out, would permit 
them to turn out enriched products 
more economically in some _ in- 
stances. 

Representatives of the Congress 
of Industrial Organizations and the 
American Federation of Labor pre- 
sented the viewpoint of consumers 
among union groups. CIO officials 
felt that the enrichment program 
should be put into effect immedi- 
ately to offset the effect of some 
food shortages felt by consumers. 
It was stated, however, that the in- 
dustry should absorb any added 
costs of enrichment, because work- 
ers could not afford to pay higher 
food prices. AFL representatives 
also supported the proposed order, 
and emphasized the need for more 
consumer education in connection 
with the enrichment programs. 

Manufacturers of vitamins for the 
baking industry said through their 
representatives that they had been 
able in the last two years to de- 
crease the price of enriching agents 
because of the widespread volun- 
tary program which has been under 
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15% Beer Reserve 
for Army Not to 
Affect N. Y. Areq 


New York, July 29.—The wa, 
Food Administration’s new ordo, 
setting aside 15% of the output o 
brewers for the armed forces js not 
expected to greatly affect over.) 
supplies for civilian consumption ;, 
the New York area, according 1, 
Robert E. Long, secretary of the 
New Jersey Brewers Association 

There are about 30 brewerie 
some of them very large, in th, 
New York metropolitan section, yy; 
Long said, and they will be able ; 
supply this area even though man, 
of them are giving up out-of-state 
sales. 

Some of the larger brewers hay 
already been making beer with a, 
alcoholic content of 3.2% or less, for 
sale to the government, and thp 
new order is expected to stabiliz. 
distribution to the armed force: 
and civilians. 


Glass in New Post 


George Glass has resigned 
publicity director for United Artis; 
on the Pacific Coast to become head 
of advertising and publicity for th 
newly-formed Producing Artist; 
Hollywood, organized by David | 
iad and Arthur Lyons (AA, July 


PRINTING 


use ONE 6 ALL 
just as YOU desire 


.-. but all are here ready to 
serve you. Speed, economy 
and satisfaction always assured 
when you use FAITHORN 3-in-! 
Service. No job is ever put 
through the Faithorn plant as 
a mere matter of type, ink or 
presswork . . . To us, every bit 
of engraving, printing or type- 
setting represents a message 
for your prospective purchaser. 
It's the reason why many of our 
customers feel that they can 
entrust the entire job to us with 
full confidence in our ability 
There is no charge for this 
extra interest. It is part of our 
creed. The payment for it comes 
through the enthusiasm of cus- 
tomers who know they have 
found a concern that under: 
stands the real meaning o! 
SERVICE. We are here to help 
you... Let’s get together! 
Exceptionally well fitted to submit ideos 


make layouts, prepare sketches and draw 
ings — through every step of production 


way. 


Mrs. Pace Joins JWT 

Mrs. Mildred Mastin Pace, writer | 
of historical biographies and maga- | 
zine articles, has joined the public | 
relations staff of J. Walter Thomp- | 
son Company, New York. Among} 
her recent books are “Early Ameri- | 
can,” “Clara Barton,” and “Friend 
of Animals.” 


{ 

Names Hirshon-Gartield 
Davenport, Ltd., Providence, 
R. I., maker of Lord Davenport | 
pipes, has appointed Hirshon-Gar- 
field, New York, to direct its ad- 
vertising. Plans are being formu- 
lated for a fall and winter cam- 
paign in newspapers and magazines. 


Named Art Director 

Albert E. Andrews, who has been 
with the New York office of J. 
Walter Thompson for the past three 
years, has been appointed art di- 
rector of Sheldon, Quick & Mc- 
Elroy, New York. 


The production 
requirements of 
this advertise- 
ment were pre- 
pared by the 
Faithorn Corp. 
for the Morris- 
Schenker - Roth 
Advg. Agency. 


+ ———— 
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Write or Phone for 
One of Our Representatives 


FAITHORN 


CORPORATION 
Telephone Wabash 7820 


$04 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 
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, 1943 
2 
e | Earnings of 
Advertisers 
a a 
War American Brake Shoe — For the 
Orde; uarter ended June 30, 1943, net 
Dut of is ‘nings $685,038; for like 1942 
is not qué arter $647, 885. 
er-all American Home Products — For 
10n j six months ended June 30, 1943, 
Ng to net earnings $2,220,798; for like 
f the 1942 period, $2,036,477. 
—_ Anchor-Hocking Glass — For 12 
veries, months ended June 30, 1943, net 
D thei Garnings $1,716,491; for the pre- 
Te ceding 12 month period, $1,358,905. 
— Atlantic Refining Co.—For the six 
,™2nyf_ months ended June 30, 1943, net 
~statefmg PO nings $2,692,000; for like 1942 
rsh period, loss $1,577,000. 
ith ad Baldwin Locomotive — For 12 
‘<< ff months ended June 30, 1943, net 
Sor earnings $5,782,225; for the pre- 
sii ceding 12 months, $4,463,145. 
"faeeal Bayuk Cigars — Net earnings for 
_ six months ended June 30, 1943, 
$712,060; for like 1942 period, $547,- 
974. 
Brunswick - Balke - Collender— 
Net profit for six months ended 
led 4 June 30, 1943, $411,340; for the 1942 
Arti period, $476,592. 
e head Caterpillar Tractor — Net income 
for th for six months ended June 30, 1943, 
Artist $3 464,925; for like 1942 period, $2,- 
‘vid LIS 468,653. 
A, July Champion Paper & Fibre — For 


the fiscal year ended April 25, 1943, 
net earnings $2,532,213; for the pre- 
ceding fiscal year, $3,129,986. 

C & O—For six months ended 
June 30, 1943, net profit $15,043,070; 
for like 1942 period, $12,086,954. 

Conde Nast Publications—For six 
months ended June 30, 1943, net 
profit $308,556; for like 1942 period, 
net loss $28,588. 

Container Corp.—For six months 
ending June 30, 1943, net profit, 
$833,219; for like 1942 period, $1,- 
228,905. 

Continental Baking — For 26 
weeks ended June 26, 1943, net in- 
come $1,688,812; for like 1942 
period, $1,294,313. 

Cream of Wheat—For the quarter 


1943, net earnings $5,055,719; for 
the preceding fiscal year, $9,275,377. 

American Export Lines—For the 
quarter ended March 31, 1943, net 
earnings $326,505; for like 1942 
quarter, $1,953,222. 

Farnsworth Television & Radio 
Corp.—Net profit for the fiscal year 
ended April 30, $1,170,000; for the 
1942 period, $642,237. 

Firestone Tire & Rubber—For six 
months ended April 30, 1943, net 
earnings $6,387,797; for like 1942 
period, $5,193,024. 

Manhattan Shirt—For six months 
ended May 29, 1943, net earnings 
oe; for like 1942 period, $295,- 


North American Rayon — For 12 
weeks ended June 19, 1943, net 
earnings $387,579; for like 1942 
period, $303,621. 

Postal Telegraph — Net loss for 
the year ended Déc. 31, 1942, $4,- 


942,346; net loss for the preceding 
year, $3,037,900. 

United Fruit — Earnings (before 
income taxes) for six months ended 
July 3, 1943, $3,786,000; estimated 
earnings for the comparable period 
in 1942, $9,941,000. 

National Cash Register — Net 
earnings for the quarter ended June 
30, 1943 $780,521; for like 1942 
quarter, $740,445. 

National Distillers — For six 
months ended June 30, 1943 net 
profit $4,638,445; for like 1942 
period $2,476,215. 

Nickel Plate — For six months 
ended June 30, 1943 net earnings 
$4,646,343; for like 1942 period, $3,- 
902,260. 

Owens - Illinois Glass— For 12 
months ended June 30, 1943 net 
earnings $9,146,117; for the preced- 
ing 12 months, $9,090,274. 


Pennsylvania R. R.—For five 


months ended May 31, 1943 net 
earnings $23,955,548; for like 1942 
period, $15,934,844. 

Pere Marquette—For six months 
ended June 30, 1943 net earnings 
$2,311,029; for like 1942 period, $1,- 
169,547. 

R. G. LeTourneau — For six 
months ended June 30, 1943 net 
earnings $1,139,116; for like 1942 
period, $951,632. 

Savage Arms Corp.—For six 
months ended June 30, 1943 net 
earnings $402,768; for like 1942 
period, $875,607. 

Shell Union Oil—For the quarter 
ended June 30, 1943 net earnings 
$5,368,006; for like 1942 quarter, 
$2,572,404. 

Sweets Co. of America—For six 
months ended June 30, 1943 net 
earnings $74,219; for like 1942 
period, $54,881. 

Sylvania Electric Products — For 
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six months ended June 30, 1943 net 
earnings $728,970; for like 1942 
period $483,062. 

Union Carbide & Carbon — For 
the quarter ended June 30, 1943 net 
earnings $9,696,633; for like 1942 
quarter, $7,611,940. 


Union Pacific Syste m—For six 
months ended June 30, 1943 net 
earnings $24,750,789; for like 1942 
period, $14,337,707. 


U. S. Playing Card — For six 
months ended June 30, 1943 net 
earnings $658,323; for like 1942 
period, $382,585. 

Ward Baking— For 27 weeks 
ended July 3, 1943 net earnings 
$823,047; for like 1943 period, $431,- 
767. 

Westinghouse Air Brake—For the 
quarter ended June 30, 1943 net 
earnings $1,121,257; for like 1942 
quarter, $800,295. 


LLL 


sire 


ended June 30, 1943, net earnings 
$87,193; for like 1942 quarter, $114,- 
609. 

Cutler-Hammer—For six months 
ended June 30, 1943, net profit $1,- 


rdy to 154,000; for like 1942 period, $952,- 
ynomy fe 632. 

i Devoe & Raynolds — For six 
sSures @ months ended May 31, 1943, net 
3-in-! profit $87,693; for like 1942 anes 
sr put fy $423,036. 
¢ ‘ E. G. Budd Mfg. Co. — For six 
ant 45 months ended June 30, 1943, net 
ink or @ earnings $1,189,546; for like 1942 
ary bit period, $1,823,819. 

7” Gillette Safety Razor — Net in- 
r type- > come for six months ended June 30, 
sssage fy 1943, $1,558,339; for like 1942 
ashe period, $1,598,863. 
nase. Hercules Powder—For six months 
of our ended June 30, 1943, net earnings 
y can $2,716,789; for like 1942 period, 
°Y CON BE 82,196,130. 
is with Hiram Walker-Gooderham — For 
ability the quarter ended May 31, 1943, net 

this earnings $1,847,671; for like 1942 
or this quarter, $1,798,005. 
of our Illinois Central System — For six 
comes months ended June 30, 1943, net 

: earnings $14,404,587; for like 1942 
of cus: period, $9,267,242. 
r have International Shoe — For six 
sence: months ended May 31, 1943, net in- 
ee come $3,385,320; for like 1942 
ing ol period, $3,631,535. 
o hel Johns-Manville Corp. — For the 
Quarter ended June 30, 1943, net 
ether! @ profit $1,059,802; for like 1942 quar- 
+ ideos, Hy '*, $1,103,054. 
- aa Libbey - Owens - Ford — For six 
iad dre months ended June 30, 1943, net 
oductios earnings $1,392,681; for like 1942 
Period $754,966. 
| Life Savers Corp.—For six 
) AA) months ended June 30, 1943, net 
D P| I Profit $517,846; for like 1942 period, 
me) BB 8495,986. 


Loew’s Inc.—For 40 weeks ended 
June 10, 1943, net earnings $9,453,- 
838: for like 1942 period, $7,245,811. 

American Car & Foundry — For 
the fiscal year ended April 30, 
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Increase in Population 
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Here Are Seven Other Factors That Make 
New Orleans America’s No. 1 


Green Pasture 


South's First Port for Latin American and World Trade 


Solid Expansion in Permanent Industry 
Great Rebirth in Agricultural Hinterland 
Big Revival in Mississippi River Traffic 
Financial Capital of the South 


One of the World's Great Shipbuilding Centers 


World Air Terminal 


Vl 7 


WHERE THE POST-WAR FUTURE 
1S BEING BUILT TODAY 


Present and Accounted For! 
The New New Orleans Has a 50,000 Recent 
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Stores Urged 
to Advertise 
War Activities 


Atlanta, July 29.—Department 
stores should reduce all merchan- 
dise advertising and devote more 
space to promoting war activities, 
Victor North, publicity director, 
Miller & Rhoads, Richmond, Va., 
said last week at the Southeastern 
War Conference of the Bureau of 
Smaller Stores of the National Re- 
tail Dry Goods Association. 

“Here is an advertising man’s 
dream if there ever was one,” Mr. 
North said. “All men in my busi- 
ness believe in institutional adver- 
tising. They know you do not 
build a store on item advertising. 
Not all store owners agree with 
them, so when it comes to a choice 
of merchandise versus institutional 
advertisements usually the institu- 
tional takes a back seat. But now 
with larger advertising budgets and 
less merchandise to advertise, a 
golden opportunity presents itself 
to build your store for the future 
by spending money today to pro- 
mote war activities.” 

War bond advertising and the 
promotion of Wac and Wave re- 
cruiting and the Red Cross are not 
the only means by which a store 
may serve, according to Mr. North. 

“Of course, you will do all these 
and they will come first,” he said. 


“But there are other things hap-| 
pening in your city that deserve | 
publicity and you could promote 
them and win the lasting gratitude 
of your present and future cus- 
tomers. 

“People will not forget, after the 
war, the good work you have done 
and it is after the war you have to 
worry about, not right now,” Mr. 
North concluded. 


J. Hayden Twiss Promotes 
Lounsbury Binding 

J. Hayden Twiss, New York, has 
been appointed by the Rutherford 
Press, owner of the Lounsbury Pat- 
ent Binding, as its sole agent to in- 
troduce and promote the Lounsbury 
Bind. 

The process, which requires 
neither wire nor sewing, is accom- 
plished by slotting the last fold of 
printed matter, with binding done 
on standard gathering and covering 
equipment by applying flexible glue 
instead of wire stitching. Publica- 
tions bound by this method open 
flat and achieve perfect alignment 
of spreads, it is reported. 


Joins Massey-Harris 

J. M. Tucker, former vice-presi- 
dent and general sales manager of 
Oliver Farm Equipment Company, 
Chicago, has been appointed assist- 
ant to the vice-president and gen- 
eral manager of Massey - Harris 
Company, Racine, Wis. 


is Old No. 10, that eccentric 
New Yorker who doesn’t use the 
subways . . . and doesn’t get to 
see the subway station posters. 
It was before the war that we 
got the old gent by the whisk- 
ers. It was then our noted re- 
searcher, digging deep into 
the subways and coming up 
with nuggets of folklore about 


out of ten of the city’s adults 
ride the subways. 

But that was before the war. 
Look now at the war activity, 
gas rationing, all those things that 
tend these days to chase folks 
right into the subway stations. 
Total monthly rides are up to a 
record 165,000,000 . . . but 
whether that means the same 
nine out of ten people are riding 
more, OR that we're getting even 
more individuals and Old No. 10 
is fading out of the picture, we 
frankly don’t know. 

The important point is as 
easy to see as 60 pt. Gothic ... 
for practical purposes when 
you post the subways, you post 
all New York ... the 505 sub- 
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Old No. Ten’s 
burning up the avenue today! 
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New Yorkers, found that nine: 


Copyright, 1943, New York Subways Advertising Co., Inc., 630 Fifth Avenue, New York City. 
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home and business neighbor- 
hood ... get people coming and 
going ...and they do this mam- 
moth all-over job in color at 
the minimum cost—1.8¢ per 
thousand circulation, lowest of 
any eye or ear medium serv- 
ing the city. 

But hold on! That's not 


nearly all! Subway station post- 
ers also give: 

Daily double repetition—the 
average rider takes 26 subway 
trips a month and is exposed to 
platform posters twice each trip. 

Long exposure—average wait- 
ing time for trains is 90 seconds 

long enough for a detailed 
“public service” type of mes- 
sage to be read. 

Point-of-sale influence— stores 
are concentrated near subway 
stations. 

Just say the word and post- 
haste we'll get to you the 
WHOLE story on posters. 


7, uttaele. 
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Getting Personal 


When C. B. McKinney of Winnetka was stopped by OPA inspectors 
in northern Wisconsin over the July 4 weekend, it caused endless com- 
plications for C. D. McKinney, owner of Charles McKinney studios in 
Chicago, who lives in Wilmette. Adaquaintances insist on ribbing the 
photographer, despite his vigorous insistence that he knows nothing 
about it... 


Omar Keller, of the sales staff of Farm Journal and Farmer’s Wife, 
has taken up Publisher Graham Patterson’s offer of a month’s vacation 
with pay to any employe agreeing to work on a farm to help the labor 
situation. A Maryland farm is the scene of Mr. Keller’s date with a 
hoe. . . “Ike’’ Clements, pres. of the Clements Company, Philadelphia 
agency, and producer of a show scheduled for Broadway opening come 
Labor Day, is vacationing at his summer place on a lake in New York 
State... 


The newly formed publicity advisory committee for the Connecticut 
State War Council, set up by Gov. Baldwin, is headed by Samuel W. 
Meek of Green- 
wich, who is v.p. 
in charge of inter- 
national operations 
for J. Walter 
Thompson Co., 
New York... 

Allen E. Nor- 
man, sec’y. of 
Fawcett Publica- 
tions, has taken a 
limited leave of 
absence to serve 
as a dollar-a-year 
consultant to the 
magazine and pe- 
riodical section of 
the printing and 
publishing divi- 
sion of the WPB... 
Edward L. Ber- 
nays has accepted 
an invitation of 
Professor Clyde R. 
Miller to address 
his class in public 
opinion and education at Teachers College, Columbia University, 
Aug. 2... 


Bill Wiseman, prom. mgr. of Station WOW, Omaha, was one of 
a group of radio and newspaper men invited by OWI to make an in- 
spection tour of the Granada Japanese relocation center near Lamar, 
Colo. He has made several broadcasts and speeches before civic 
groups on conditions at the center. . . 

F, Stanley Newbery, v.p. and director of research of Ruthrauff & 
Ryan, has been promoted to major in the U. S. Army air forces. . . 

Up to Harlem, land of dusky boogie-woogie rug cutters and Afro- 
American hot jive, goes L. H. Ashe, advertising manager of E. R. 
Squibb & Sons, where he sits as a member on one of the draft boards. 
. . . Chas. Brocker, media director of Geyer, Cornell & Newell, re- 
cently received a letter from his 20-year-old son Chas. Jr., who is a 
torpedo man on a U. S. destroyer. The lad told of the shellacking the 
Yanks are giving Kiska. . . 

News from BBDO, New York: Frank Stolz, BBDO acct. exec. (Lever 
Bros.) became a father July 11. Jos. Stone of the radio department, 
and Mrs. Stone named their new daughter Carol. Howard Kelsey, 
copywriter in the duPont group, has been out almost a month with a 
nervous breakdown, and confined to a hospital, but he’s coming along 
nicely and should be himself soon. Phil Barbieri, of the art dept. has 
been recently appointed to the OWI and after three weeks of training 
in Long Island will depart for London. . . 

Joe Brattain, production head in Erwin, Wasey & Co.’s radio dept., 


NO. | HEEL? 


Earl Bunting, pres., O'Sullivan Rubber Co., and Leon 
Henderson, former OPA chief, discuss their coming radio 
program, on which Mr. Henderson will be featured. The 
program, starting Aug. 14, will be aired over a 70-station 


Blue Network hookup. O'Sullivan's slogan, incidentally, 
is "America's No. | Heel,’ which Mr. Henderson doesn't 
appear to be taking seriously at all. 


- who was seriously injured several weeks ago when struck by a taxi 


in New York, is back at his desk on a part-time basis, but he is 
expected to resume full-time duties very shortly. . . 

Outdoor Life’s recent contest for a slogan brought in 3,229 slogans 
from 944 individuals, 187 of whom were connected with ad agencies. 
Hal Stebbins, manager of Erwin, Wasey & Co.’s Los Angeles office, 
won the $500 grand prize for his line “Spokesman for American 
Sportsman.” ... 

At a luncheon given by Mrs. Bernard F. Gimbel, v.p. and national 
director of public relations of the AWVS at The Cottage of Hampshire 
House, New York, in honor of Stella Unger, national radio director 
of the organization, guests included Roy Durstine, Allen Stearn, Miller 
McClintock and Mrs. Raymond Spector. . . 

Bill Bittel, acct. exec. of Kenyon &. Eckhardt, is vacationing. . . 
Mrs. Vincent Astor, chairman of the Ship’s Service Committee, gave 
a dance recently for Navy men in the Crystal Garden of the Ritz- 
Carlton, New York. Chet La Roche served as member of the com- 
mittee. . . Alice Morgan and Victor Keen were married in Pueblo, 
Colo. Mr. Keen served with The Japan Advertiser from 1923 to 1928, 
and the Mrs. was formerly with Hearst Magazines. Now he’s with 
the New York Herald Tribune and she’s in the ad dept. of the Hunter 
Corp. After honeymooning the couple will return to N. Y... 

It seems that no one had ever managed to run an advertising agency 
for eight consecutive years in Lincoln, Neb., until Luther G. (Boots) 
Andrews accomplished the feat on July 27, so he threw a party for 
clients and friends. . . 

Bob Barton, v.p. of BBDO, Chicago, has appointed himself a one- 
man testimonial committee for Matt Pierson, waiter on the Twentieth 
Century’s club car, who retired last week after 51 years with the 
Pullman Company—41 of them on the Century, which he has been 
serving for all but two month’s of the train’s life. Bob’s sending out 
letters to Century-riding admen, suggesting they drop a note, and 
perhaps a small check, to Matt. . . 

Lieut. Henry Kroeger, v.p. of Coolidge Advertising Co., Des Moines, 
has been made camp commander of 100 Italian war prisoners from 
Libya, who are at Odebolt, Ia., workihg on the 6,400-acre farm owned 
by Adams Bros. & Co. . . Russell T. Kelley, pres. of the Russell T. 
Kelley agency, Hamilton, Ont., has been chosen Progressive Conserva- 
tion candidate for Hamilton-Wentworth in the Ontario provincial 
elections. . . 

Representatives of sponsors and agencies, as well as WGN station 
personnel, turned out for the luncheon honoring veteran time salesman 
Reed Myers July 16. Wm. A. McGuiness, sales manager, and Frank P. 
Schreiber, station manager, gave Reed a scroll for 15 years’ service 
during which he placed three million dollars worth of business. . . 
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Cakex, Vanilla 
Substitute, Runs 
Chicago Test Copy 


New York, July 27.—Cert fieg 
Extracts has just completed a three. 
time test schedule in the Chicago 
Daily News for a new product, 
vanila flavor. 

The first advertisement appe:reg 
July 15 in 400-line space, followeg 
by 84 and 200-line units July 22 ang 
23, respectively. Copy was headed 
“Special! Special! five cents reduc- 
tion on eggs! When you take home 
one bottle of Cakex!” By present- 
ing the back label on the bottle the 
customer is entitled to a reduction 
of five cents on a dozen eggs. 

The advertisements explain that 
the offer was made “to induce yoy 
to try new Cakex, in cakes, pies, 
cookies and custards, and see how 
much better it is than old-fashioned 
vanilla extract.” The product is 
played up as superior to the latter 
since it is not made with alcoho] 
but with sherry wine, and as a result 
won’t bake, boil or freeze out, yet 
costs only one-tenth as much as 
vanilla extract. The offer expires 
Aug. 14. 

Duane Jones Company, New 
York, handles the account. 


Hooper Report Lists 
‘First 15’ Programs 


The July 15 Hooper “National” 
Program Ratings Report shows Mr. 
District Attorney in first place in 
the list of “First 15” evening pro- 
grams. The Joan Davis-Jack Haley 
show is currently in second place 
and Walter Winchell and Aldrich 
Family placed third and fourth re- 
spectively. 

Others in order of preference are: 
Radio Theater, Durante-Moore- 
Cugat, Kay Kyser (first half hour), 
Bing Crosby, Your Hit Parade, 
Take It or Leave It, Paul White- 
man Presents, Screen Guild Play- 
ers, Mr. and Mrs. North, Vox Pop 
|}and Comedy Caravan. The second 
half hour of Kay Kyser leads the 
| programs broadcast after 10:30 
|p. m., EWT, and is not measured in 
| the Eastern Time Zone. 


| 
| 
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New BEDFORD 


MASSACHUSETTS 


“Preferred City of the 
Month” for August 


HIS is no new honor for New Bedford. 
| after year, while other cities are 
wilting under a Summer slump, new Bed- 
ford is busy selling merchandise to thou- 
sands of summer visitors. Strangely enough 
there has been no falling off in the num- 
ber of visitors this year in spite of gas 
rationing and travel curtailment. Summer 
homes and cottages are opening, most 
hotels are booked solidly, private homes 
have been thrown open to make room for 
additional guests. All this is, of course 
in addition to the regular buying of our 
regular residents whose pockets are jing!'"9 
| with more coin-of-the-realm than ever be- 
fore in history. It is estimated that in 
New Bedford alone, retail sales will ex 
ceed $5,700,000 during August. And New 
Bedford represents just a little more then 
half of the market covered by The Stend- 
ard-Times, daily and Sunday. 


‘Just For Good Measure 


| There is an army camp in our trading a'e¢ 
housing approximately 40,000 officers and 
men who make New Bedford their recre2: 
_tion and buying center. 


Represented by Gilman, Nicoll & Ruthme” 
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‘Reader's Digest’ 
Defends Articles 
on Ad Copy Sins 


(Continued from Page 1) 


read?” There were other objec- 
tions, too. : 
Some thought Reader’s Digest 


was quite as guilty as the adver- 
tisers it cited in the articles by se- 
lecting isolated cases and playing 
them up. Some wondered if the 
Digest was engaged in a crusade 
against all advertising and there 
were dark remarks about the fact 
thet the magazine itself carries no 
advertising. Others felt in all fair- 
ness Reader’s Digest should carry 
another article detailing the tre- 
mendous part advertising has 
played in the mass distribution 
economy of this country and the 
highly important part it is playing 
in the war effort. 

In answer to his critics, who it 
must be admitted, with the excep- 
tion of one, preferred to remain 
anonymous, Mr. Wallace had this to 
say in an interview with ADVERTIS- 
ING AGE: 

“The simple fact is, I have as 
high regard for advertising as any 
of those who live and work with 
it. I do feel, however, that expo- 
sure of its abuses by the few will 
have a salutary effect. Exagger- 
ated and untruthful copy hurts all 
advertising, and there is no excuse 
for it. 

“It is generally recognized that 
advertising since the war started 
has reached e new high level of 
integrity, interest and informative 
value. 


Denies Crusade Intended 


“I have been more and more im- 
pressed with the fact that much of 
the advertising now appearing is 
almost as interesting as the edi- 
torial matter. Perhaps only 2 to 
3% of the advertisements go to 
fantastic lengths in making exag- 
gerated claims tending to tear 
down the credibility of all adver- 
tising. 

“No one today doubts that when 
patent medicine advertising was 
cleaned up it had a salutary effect 
on all advertising. 

“It is absurd to think that Read- 
er’s Digest is crusading against all 
advertising, because the Digest in 
recent months has carried the most 
convincing articles ever printed up- 
holding the American system of 
competitive enterprise, of which 
advertising is an integral part.” 

The article in the August Read- 
er’s Digest is titled “Taking Denti- 
frice Ads to the Cleaners.” It cites 
FTC complaints against the makers 
of Ipana, Dr. Lyon’s, Calox, Teel, 
Kolynos, Squibb’s and numerous 
other lesser known brands. 


Asks Fair Play 


Advertising managers of these 
companies, when asked for com- 
ments, generally felt that there was 
nothing to be gained by further 
discussion, but the following state- 
ment was given ADVERTISING AGE 
by William G. Werner, manager of 
the division of public relations of 
Procter & Gamble, Cincinnati, 
maker of Teel: 

“Our feeling is: Advertising is | 
such an indispensable force in the | 
American way of doing business 

any publication with the) 
‘standing and influence of Reader’s | 
Digest should be interested in see- | 
ng that the subject of advertising | 

S given fair and constructive con- | 
sideration in any articles in which | 
t discussed. The very fact that | 

publication carries no adver- | 
g should make its management 

‘phreciate even more keenly the 
responsibility of the publication | 
tovard the public in being sure 

both sides of the question are 
8\\-n considered and enlightened | 


(9 Original mirror 
of Washington 


moves and measures 


treatment. An editorial policy less 
broad in its approach to the sub- 
ject would, in our opinion, indicate 
a lack of appreciation of such re- 
sponsibility.” 

One advertising manager of a 
company named in the Digest ar- 
ticle declared it was not fair to pick 
out the advertising of one product 
of a company which has many 
others, all of which have placed 
perfectly acceptable copy, including 
an institutional campaign over the 
years which has been recognized 
as the tops in this type of advertis- 
ing. “Mention of this one product, 
its advertising difficulties and the 
name of the maker, might easily 
lead casual readers to be skeptical 
of the advertising of other products 
of the firm, since this distinction 
was not made in the Digest article,” 
he said. 


Another critic pointed out that 
the article used charges from two 
FTC citations which have not yet 
even been heard. He felt this 
important fact should at least have 
been stated by the Digest writer, 
Blake Clark. 

The consensus was that the Di- 
gest with its tremendous reader- 
ship should at some later date pub- 
lish an article giving the other side 
of the advertising picture, the vast 
part it plays in the national econ- 
omy and the efficient war job it has 
done. 

Editor Wallace, believing in ad- 
vertising and the American system 
of free, competitive enterprise, is 
not convinced that this is necessary. 

“We made it clear that we were 
speaking only of these two seg- 
ments of advertising, not all adver- 
tising,” he said. 


Mullen Appointed 

John P. Mullen, for the past} 
seven years publicity director of | 
the Chicago Mercantile Exchange, | 
has been appointed to the newly-| 
created post of educational director | 
of the Gray Iron Founders’ Society, 
Cleveland. Mr. Mullen, who will 
be located in Washington, D. C., 
will conduct an advertising and 
promotional campaign for the gray 
iron foundry industry. 


Wallace Named Chairman 

William Wallace, advertising 
manager of the Toronto Daily Star, 
has been named chairman of the 
advisory committee of the Bureau 
of Advertising, American Newspa- 
per Publishers Association. Henry 
W. Manz of the Cincinnati Post is 


vice-chairman. 
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| Adopts New Trademark 


North American Philips Com- 
pany, Dobbs Ferry, N. Y., has 
adopted the trademark Norelco for 
products handled by its industrial 
electronics division, New York. Its 
Elmet trademark will continue to 
be used in connection with other 
products manufactured at the 
Lewiston, Maine, plant. 


CBS Adds 2 Stations 


WPAD, Paducah, and WHOP, 
Hopkinsville, Ky., both owned by 
Paducah Broadcasting Company 
and both operating with 250 watts 
power day and night, have become 
affiliated with Columbia Broadcast- 
ing System as members of the spe- 
cial supplementary group, optional 
to the full network plan. 


THE EXECUTIVE WHO STOP 


i“ | 


STO THINK... 


tilatic, 


Knows that “10% for War Bonds isn’t enough these days” 


Workers’ Living Costs going up... and 
Income and Victory Tax now deducted 
at source for thousands of workers... 

Check! You're perfectly right . . . but 
all these burdens are more than balanced 
by much higher FAMILY INCOMES for 
most of your workers! 

Millions of new workers have entered 
the picture. Millions of women who 
never worked before. Millions of others 
who never began to earn what they are 
getting today! 


This space is a contribution to 
America's all-out war effort by 


ADVERTISING AGE 


A 10% Pay-Roll Allotment for War 
Bonds from the wages of the family 
bread-winner is one thing—a 10% Pay- 
Roll Allotment from each of several workers 
in the same family is quite another matter! 
Why, in many such cases, it could well 
be jacked up to 30%—50% or even more 
of the family’s new money! 


That's why the Treasury Department 
now urges you to revise your War Bond 
thinking—and your War Bond selling —on 
the basis of fami/y incomes. The current 


War Bond campaign is built around the 
5 ase & 

family unit—and labor-management sales 
programs should be revised accordingly. 


For details get in touch with your local 
War Savings Staff which will supply you 
with all necessary material for the proper 
presentation of the new plan. 


Last year's bonds got us started—shis 
year's bonds are to win! So let's all raise 
our sights, and get going. If we all pull 
together, we'll put it over with a bang! 


you've done your bit 


...now do your best! 


a a a a ee a a a 
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Pen Makers Boost 
Promotion Budgets 
' Despite Shortages 


(Continued from Page 1) 

in color on inside front cover posi- 
tions, using Collier’s, Esquire, Life, 
The Saturday Evening Post and 
Time. Smaller size units in black 
and white have been eliminated to 
give full scope to the “51” advertise- 
ments in color. Thus while fre- 
quency of insertions in smaller 
space in a wider list of media has 
been sidetracked, the total in actual 
dollars and cents probably won't 
be greatly changed. 


Stresses Shortages 


Current copy explains that gov- 
ernment orders have curtailed all 
pen production and that there will 
not be enough “51’s” to go around 
this year, in addition to pointing 
out that the company’s engineers 
and craftsmen have been turning 
their skills to vital war assign- 
ments. “This is one reason why we 
have never been able to supply 
new Parker ‘51’ pens to all who 
want them ... and why those we 
can produce today must be rationed 
among our dealers,” copy says. 


Quink, which Parker advertised 
last year to the extent of approxi- 
mately $369,000 in radio, magazines 


'and newspapers, will be promoted 


to the tune of about one million 
dollars during 1943, using a long 
list of magazines, radio, news- 
papers, The American Weekly and 
|'the First Three Markets 
J. Walter Thompson Company, Chi- 
| cago, is the agency. 

W. A. Sheaffer Pen Company, Ft. 
Madison, Ia., which spent about 
$400,000 last year in major media 
|with a separate newspaper cam- 


|paign totaling $30,000 for Skrip,|) New York, which spent about $95,- /easy to get and why new production 
continues substantial promotion for| 000 last year in newspapers and|is limited. 


|both products this year. 
Changes Magazine Strategy 


Several months ago the company 
featured V black Skrip as a tie-in 

‘with V-mail, (AA, Feb. 1) in its 
pen advertising, and still ties in the 
same promotion in current advertis- 
|ing. Copy explains that when writ- 
ing V-mail, it is best to use V black 
|Skrip, since V-mail is photographed 
'on 16 mm. film and black photo- 
| graphs best. 

Full pages in color in current 
|magazine advertising feature the 
\“Triumph” tuckaway pen and pen- 
|cil set, “safe for coatless days,” for 
|it is the only pen specially designed 
jto carry safely in any position,” 
| copy says. 

Sheaffer advertisements explain 
|pen shortages by saying that all the 
company’s peacetime products, 


along with all others of similar 
nature built by other companies, 


are now curtailed by WPB order | 


and are rationed to dealers—through 
‘them to the public. Sheaffer spon- 
sors the ‘“‘World News Parade” with 


/Upton Close heard Sundays on the) 


| full NBC network. W. W. Garrison 


group. | & Co., Chicago, handles publication | 


| advertising while Russel M. Seeds 
| Company, Chicago, is the agency 
| for radio. 

| Pioneer pen manufacturer and 
| probably the oldest pen name in 
the field, L. E. Waterman Company, 


| magazines, has been using full 
| pages in color this year in Collier’s, 
| Esquire and The Saturday Evening 
| Post. The company is currently 
|promoting its old standby, Ideal 
| ink, over station WOR, sponsoring 
|“Arthur Hale and the News.” In its 
spring and summer drive last year 

Waterman lent a martial note to its 
‘advertising when it named its pen 
| the “Commando.” 


Other Companies Active 


Curtailed production has been re- 
sponsible for the company’s confin- 
ing its advertising this year almost 


business papers, whereas last year 
the company spent about $20,000 of 


. its budget in newspapers. Advertis- 


ing plans for the coming year are 
being formulated, in addition to giv- 


‘ing consideration to a stepping up| 


COVERAGE 


1,253,600 families in WTAM’s Primary Area, 
listen MOST to WTAM. For example: 


soy 
/C 


CLEVELAND 
AKRON .... 
CANTON 
ELYRIA .. 
LORAIN 
MANSFIELD 
MARION 
MASSILLON 
NEWARK 

NEW CASTLE (Pa.) 
SHARON (Pa.) 
STEUBENVILLE 
WARREN (Ohio) 
YOUNGSTOWN 


' *NBC 1942 Nationwide Survey 


NBC Netw ork 
50,000 Watts 


vy. oS 


WIAM STATION B 
34% 13% 
32% 21% 
41% 4% 
10% 9% 
56% 17% 
36% 22% 
57% 11% 
41% 9% 
60% 19% 
56% 3% 
15% 2% 
36% 5% 
53% 5% 
31% 14% 


WHAT THE RADIO TEME BUYER 
WARTS TO HMNAOW ABOUT 


of Radio Families Who Listen MOST in DAYTIME to: 


STATION C STATION D 
12% 20% 
16% 19% 

1% 31% 

8% 6% 

1% 15% 

3% 

: 12% 

4% 30% 

15% 

| 1% 
1% 

9% 44% 


Yet the COST of WTAM is only $.000073 per Family 


A WN OD 


Owned and 
Operated by NBC 


REPRESENTED NATIONALLY BY NBC SPOT SALES OFFICES 


exclusively to magazines and a few | 


of advertising just before school! 
opens and prior to the Christmas | 
season, when pen promotion is given | 
added impetus. Charles Dallas Reach 
Company, Newark, N. J., handles 
the Waterman account. 

Esterbrook Pen Company, which | 
‘spent about $34,000 exclusively in 
magazines last year, continues this 
‘year in the same medium, featuring 
its pen as the “war business pen,” 
playing up its renew-points as “the | 
right point for the way you write.” | 
Black and white insertions tell | 
|why renew-points are not always 


“If you need a new 
|Esterbrook pen, you may find the 
|going tough—but not impossible,” 
the copy says. “We’re making new 
| pens but they must be rationed so 
ithat your stationer may have his 
fair share of our limited production. 
So if your dealer does not have the 
pen you want when you want it—be 
patient. A new Esterbrook pen is 
the kind of a pen you'll be glad you 
waited for.” Aitkin-Kynett Com- 
pany, Philadelphia, handles the ac- 
count. 

Decision of the War Production 
Board recently not to amend L-227, | 
which covers fountain pens, pen 
nibs, pen holders and wood-cased 
|pencils, will mean a_ considerably 
|greater shortage of fountain pens 
for the armed services abroad, as 
well as for civilian uses, trade 
sources say. 


WPB Action a Disappointment 


Representatives of the armed 
services and the industry have been | 
|disturbed over the limitations of | 
|L.-227 in so far as it relates to al- 
lotments of raw materials for the 
production of fountain pens, with 
estimates made,that current output 
is only about’35 to 40% of the 1941 
levels. 

Fountain pens are 
guard of 


in the van- 
items which the armed 
|services are finding it difficult to 
|buy, and they are regarded as a/| 
|*morale” item for sale in post ex-| 
changes. Until recently the armed 
| services have been able to purchase 
a reasonable number of pens, al- 
though below the quantities sought, 
but in making commitments for 
|third and fourth quarter deliveries 
| the shortage situation is regarded in 
| the trade as being more pronounced. 

Blame generally is put on the lim- 
itations of L-227. An amendment} 
| which would have permitted con- 
siderably more production § confi- 
|dently was* expected to be issued | 
|last week, but in its place the trade 
was notified by the writing devices 
|section, consumer goods division of 
| WPB, that the proposed amendment 
“will not be issued at this time.” 

The proposed amendment would | 
‘have raised civilian goods produc-| 
\tion to about 30% of the industry’s | 
1941 level and to about 42% of the 
/1941 level for claimant agencies 
/such as the various divisions of the 
jarmed services, lend-lease agencies 
and the Board of Economic War- 
| fare. 

Major Harold R. Giblin, Q.M.C.,| 
at the Jersey City Quartermaster 
Depot, in charge of the overseas re- 
sale and issue branch of the pro- 
/curement division, stated that his 
| office has not been able to purchase 
|desired quantities of fountain pens 
and that the current situation, dur- 
ing which orders are being placed 
for third and fourth quarter deliv- 
eries, is still aggravated. He further 
said that the manufacturers are co- 
|operative, but that supplies evi- 
| dently are not sufficient to take care 
of the division’s needs. 


Sherwin-Williams Offers 


Advertising Age, August 2, | 


DAYTIME NEWS 
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nme! 
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Opposite the blacked-out New York 
Times bulletin board is this news bulletin, 
in Times Square, first of its kind seen by 
New Yorkers in more than a year, which 
operates from 8 a. m. to sundown. Ad. 
vertising space belongs to the Coca-Cola 
Co., sponsor of the bulletin in conjunc. 
tion with the Blue Network and Station 
WJZ, which supply the news. 


Robbins Joins Mc-E 


in Executive Capacity 

Carl B. Robbins has joined Mc- 
Cann-Erickson, New York, as ex- 
ecutive vice-president. A _ former 
Californian, Mr. Robbins began his 
business career as an economist for 


| Spreckels Sugar Company after a 


professorship at Stanford Univers- 
ity. 

Later he became first vice-presi- 
dent of California & Hawaiian 
Sugar Refining Company, served as 
president of Commodity Credit 
Corporation, and was president of 
Axton-Fisher Tobacco Company. In 
his new position Mr. Robbins will 
devote most of his time to long- 
term planning. 


Stewart-Warner Divisions 
Release New Campaign 


The four divisions of Stewart- 
Warner - Alemite Corporation of 
Canada, Belleville, Ont., have 


launched a new campaign in trade 
and business papers featuring. Ale- 
mite lubrication, Bassic casters, 
radio electronics and special prod- 
ucts. E. W. Reynolds & Co., Toronto, 
is the agency. 


Prizes for Used Cartons 


An unusual attempt to conserve | 


paper supplies is being made by 
Sherwin-Williams Company, which 
is now paying a premium for each 
shipping carton returned to the 
company in usable condition. 

To develop enthusiasm for the 
drive, the company is distributing 
an educational poster for display in 
the stockrooms of Sherwin-Wil- 
liams dealers. The poster recites 
the facts of the paper shortage, an- 
nounces the premium arrangement, 
and shows how to open a carton 
without damaging it, as well as 
how to collapse the carton and ship 
it back to the company. 


Starts New Campaign 
Friedman Hosiery Company, New 
York, has begun a consistent ad- 
vertising campaign in business pa- 
pers and women’s fashion maga- 
ines for its La Conga mesh hosiery. 
Advertisements will also feature 
Walkover foot protectors for wo- 
men who go stockingless or use leg 
makeup. Hicks Advertising Agency, 
New York, directs the account. 


333 COUNTIES. 


JOHN J.GILLIN, JR. PRES. 
JOM BLAIR & CO., REPRESENTATIVE 
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Canadian Solons 
Debate Needs of 
|). 5. Newspapers 


Member Makes Plea 
for Retention of 


Newsmen's Good Will 


Ottawa, Ont., July 28—Size of 
newspapers in the United States and 
Canada, the good will of American 
publishers and Canada’s manpower 
problem got tangled up in a first- 
rate political argument just prior to 
the summer recess of the Canadian 
Parliament last week. 

A Conservative member of Par- 
ament from a Western constitu- | 
ency, John Diefenbaker, started the | 
freworks by saying that Canada| 
would lay herself open to increas- 
ng attacks and ill will among U. S. | 
publishers if she failed to do every- | 
thing in her power to produce the 

aximum amount of pulp for news- 
print. He quoted at length from a 
statement made recently by the 
American Newspaper Publishers | 
\ssociation which criticized Can- 
ida’s manpower policy. He con- 
cluded: 

“It is essential to the war ‘effort 
that the United States, Britain and 
the other countries I have men- 
tioned. should have sufficient paper 
to print the news to strengthen pub- 
c morale. Five thousand tons of 
ewsprint were recently shipped 
from Canada to the Near East and 
North Africa for the very purpose I 
ive mentioned. 


Gives U. S. Press a Send-off 


“We must not lose this valuable 
trade by our. failure to make the 
necessary manpower available for 
the purpose, even though it is part- 
time work and agricultural workers 
are freed for the purpose. We must 
ook ahead to the postwar period so 
that this industry shall not be per- 
mitted to fall into the _ position 
vhere the United States, our main 
istomer, taking 71% of our pro- 
duction, may turn to other methods 
n order to supply those needs now 
filled by pulpwood. 

“More important than anything 
else—and it is on this basis that I 
ake this appeal—we must not al- 
low American publishers and the 
American newspaper association to 
get the idea that we in Canada are| 
trying to take advantage of them in| 
the matter of price. If we do, we 
ay have an adverse press in the 
United States, and a press that is 
adverse in the slightest degree, a 
press that adopts an attitude antag- | 
nistic to Canada’s war effort, re- 
sulting in a tendency to separate us 
one from the other in our united 
effort and to arouse suspicions be- | 
tween nations engaged in the com-| 
on crusade, should be averted no} 
atter what course must be taken | 
n order to avoid it. | 
“We must not, we dare not, allow | 
the attitude that is set forth in that 
publishers’ association pamphlet to 
Secome general. There is only one 
Way to avoid it, and that is by a | 
proper allocation of necessary man- | 
power. The attitude of American 
iblishers is important to the war | 
fort of this Dominion. It is more | 
portant than we here can esti-| 
ite. This is a matter that de-| 
erves, I submit, the most serious | 
nsideration of the minister and of 
he government. Once lost, the 
or of the American publishers, 
flr appreciation of what we are) 
‘Olng in Canada, will be very hard | 
regain.” 


Takes Different View 


Replying on behalf of the govern- 
‘ent. Hon. T. A. Crerar, Canada’s | 
“Mister of Mines and Resources, 
Pressed the view that while rec- 
shiz ng the need for pulpwood, it! 
‘Ss ‘far more important to ensure, 
as we can, adequate supplies 
| for our people next winter.” | 
led: “I think that is more im-| 
t than putting men, who! 
“8h be doing that work, at the job 
cu ting pulpwood so that the size 
‘spapers may be maintained 
think that would be the judg- 
f the country.” 

Crerar added: 
o not take nearly as dark a/| 
s does my friend of the effect 
1erican opinion of any short- 
iat may arise in connection 
upplies of newsprint. I am 
that some agitation has been 
i on in this connection by a 
newspapers in the United 


States, but I think the great ma-jagriculture. There is no magic in 
jority of newspapers in that country | getting these men.” 
recognize the realities of the situa- ————— 
tion. : s 
“IT have not noticed, and I doubt Fleming Joins Boyce 


if my hon. friend has noticed, any| C. R. Fleming, formerly West 


serious reduction in the size of| Coast representative of Loomis Ad- 
newspapers published either in| vertising Company, Kansas City, 
Canada or in the United States. In| has joined Maynard Boyce, Inc., 


Great Britain, almost from the early} Los Angeles transportation adver- 
days of the war, the newspapers) tising company. The Loomis com- 
were reduced in size by more than| pany will be represented on the 
half; some of them, I believe, carry | coast by Maynard Boyce, Inc. 
only about a quarter of the ~ send ne 
and views they carried formerly. ° 

“After all, it is a question of man- WINX Names Francis 
power. You cannot put your hand Gardner Francis has been named 
in a hat and pull out manpower for | director of promotion and publicity 
coal mines, for transporting grain,| of WINX, Washington, D. C., suc- 
for base metal mines, for the Army,| ceeding Howard Stanley, who re- 
for the air force, for the Navy and| cently was named promotion man- 
for all the multitude of things that| ager for WTOP and CBS publicity 
require manpower today, including | director in Washington. 
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resigned at the same time Mr. 
Robbins handed in his resignation. 
They are Edwin D. Axton, brother 
of the founder, the late Wood F. 


Tapp Named as 
New President 


. Axton; W. L. Lyons Jr., and 
of Axton-Fisher Charles I. Dawson. New directors, 
besides Mr. Tapp, are James F. 


Louisville, Ky., July 28.—Jesse|Cavagnero, vice-president of 
W. Tapp, formerly associated with) Transamerica Corporation, which 
the Department of Agriculture, has|owns controlling stock in Axton- 
been named to take over the presi-| Fisher, and Charles H. Schimff, San 
dency of Axton-Fisher Tobacco} Francisco, assistant vice-president 
Company, effective Aug. 9, when | of Transamerica. 
| Carl B. Robbins, former president, — — 
| joins McCann-Erickson, New York | . : : 
| agency, as executive vice-president. | Law Aids Publications 
| Mr. Tapp, who will serve as vice-| A bill to relieve newspapers and 
| president of the tobacco manufac-| periodicals which voluntarily sus- 
| turer until Aug. 9, also was elected | pended during wartime from pay- 
a director. J. C. Williams, sales| ment of second class mailing fees 
| manager of the company, is to suc-|on resumption of publication was 
ceed Mr. Tapp as vice-president. recently signed by President Roose- 

Three directors of the company | velt and is now a law, 


THERE ARE SIGNS 


THAT SPEAK LOUDER THAN WORDS 


“Thumb up!” Any air man can tell you what that means. He doesn’t have to under- 
stand Chinese to get it, nor Russian, nor Polish, nor Dutch. It’s part of the universal 
language of the air. “We're going up-stairs! Chin up!” .. . There are other signs, too, 
which have universal significance, signs that say the same things in peace—as well as 


war time—to hard-headed business men. 


... When a photo-engraving concern con- 


tinues to maintain its high standards in the face of essential curtailments and shortages; 
when its products and business are good even though civilian requirements have 
declined in volume, it’s an indisputable sign of two things. That concern has developed 
means and methods to produce according to reputation in spite of handicaps; and, 
more and more of those who need and insist upon craftsmanship, service and econ- 
omy are finding them in the products and the co-operation of that concern. . . . It is 
significant that ROGERS is making an increasing number of the original plates which 
are reproduced by large and small advertisers in the current national publications. 


OGERS ENGRAVING COMPANY 


Adolph F. Buechele, President 


MASTER CRAFTSMEN 
2001 CALUMET AVENUE °< Phone 


O F 


PHOTO-ENGRAVING 
CAL 4137 + CHICAGO, ILLINOIS 
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Rodney E. Boone, 
NewspaperAdman, 
Dies Suddenly 


New York, July 29.—Rodney E. 
Boone, 61, head of the Rodney E. 
Boone Organization, national news- 
paper representative, and one of the 
best known figures in the national 
advertising and 
newspaper fields, 
died early Tues- 
day evening, July 
27, of a heart at- 
tack at his home 
in Manhasset, 
Long Island. 

Mr. Boone had 
been in ill health 
in recent weeks, 
but had worked 
every day. He 
left his office at 
959 Eighth Ave., 
Tuesday, feeling Rodney E. Boone 
ill, and stopped 
at the office of his physician in 
Manhasset before going home. He 
was advised to rest, but at home his 
condition rapidly grew worse and 
he died at 8:30 p. m. 

Mr. Boone, who established the 
Boone Organization in 1919, in his 
career saw national newspaper ad- 
vertising weather prosperity and 
storms. He saw it rise steadily in 
volume and importance through the 
post-World War years and through 
the boom days of the late 1920’s. He 
saw the sharp recession of the early 
*30’s, and the rise again in the 
present war years. 


Spent Career with Hearst 


During his entire advertising ca- 
reer, Mr. Boone was identified with 
the W. R. Hearst newspapers. The 
agency he managed became a model 
for later comers in the field. He 
was a man who inspired great loy- 
alty, and it gave him great pleasure 
to aid others. From his agency came 
men developed under his guidance 
who are now prominent among 
newspaper and advertising execu- 
tives of the country. 

Known to a vast circle of friends 
in the newspaper fraternity as 


of personality about whom anec- 
dotes abound. They began in early 
life, when as a youngster in his 
teens, he became a rancher. 

He was born in Kansas City, and 
attended school there. With his par- 
ents’ consent, he took up ranching, 
but in a few years developed an in- 
terest in newspapers. Through a 
family friend he met the late James 
Dayton, publisher of the then New 
York Journal, who gave him a job 
in the Journal’s classified depart- 
ment as a solicitor. From New York 
he went to Chicago to join the 
American’s classified staff, where 
he progressed rapidly. In 1918 the 
American sent him back to New 
York as its eastern manager. A 
year later he formed the Rodney E. 
Boone Organization representing the 
American and other Hearst news- 
papers. 

At the time of his death he rep- 
resented the New York Journal- 
American, Albany Times-Union, 
Pittsburgh Sun-Telegraph, Chicago 
Herald-American, Baltimore News- 
Post and American, Boston Record- 
American Advertiser, Detroit Times, 
San Francisco Examiner, Los An- 
geles Examiner and Seattle Post- 
Intelligencer. 

Mr. Boone leaves a widow, Har- 
riet Simonson Boone, two _ sons, 
Daniel and Rodney Jr., two sisters 
and two brothers. 

The funeral was held at 2 p.-m. 
today at Christ Church, Manhasset. 


JOHN S. McCARRENS 


Cleveland, July 28.— Funeral 
services were conducted here today 
for John S. McCarrens, 74, general 
manager of the Cleveland Plain 
Dealer. 

Mr. McCarrens, who was twice 
president of the American News- 
paper Publishers Association, was 
critically wounded last Thursday by 
Herbert Kobrak, former foreign- 
language newspaper publisher who 
killed himself with the same 
weapon. Mr. McCarrens later un- 
derwent an operation for removal 
of a bullet which entered his abdo- 
men, but failed to survive the or- 
deal. He died Saturday. 

The elderly Ohio publisher also 
was president of Forest City Pub- 


“Rod,” he developed into the type 


lishing Company, owner and oper- 


ator of the afternoon Cleveland 
News, and was president of the 
United Broadcasting Company, 
operator of Stations WHK and 
WCLE. 

Mr. McCarrens became advertis- 
ing manager of the Plain Dealer in 
1914. In 1932 he was elected vice- 
president and general manager of 
the daily. His assailant was said to 
have called upon him at intervals 
during the past four years and was 
believed to be seeking financial as- 
sistance in establishing a Cleveland 
tabloid. 

Survivors of the slain publisher 
include two sons, Lt. John J. Mc- 
Carrens, classified advertising man- 
ager of the Plain Dealer, who is 
now on leave of absence, and Ar- 
thur L. McCarrens, advertising so- 
licitor for the newspaper. 


MALCOLM NIEBUHR 


New York, July 29.—Malcolm 
Niebuhr, 60, former vice-president 
of General Outdoor Advertising 
Company, died today at Flower- 
Fifth Ave. Hospital. Mr. Niebuhr 
had been in the advertising and pro- 
motion business for 35 years. He was 
in the advertising department of 
the O. J. Gude Company, Thomas 
Cusack Company, and American 
Tobacco Company before he be- 
came account executive for the H. 
K. McCann Company for 13 years. 
In 1925, Mr. Niebuhr was appointed 
sales executive of General Outdoor 
Advertising Company and later be- 
came vice-president. 


WALTER G. WILKES 


Biloxi, Miss., July 27.—Walter G. 
Wilkes, 60, co-publisher of the 
Biloxi-Gulfport Herald, died at his 
home here July 23. He had been 
business manager of the Herald 
since shortly after the death of his 
father, G. W. Wilkes, in 1915. A 
brother, Eugene P. Wilkes, is co- 
publisher of the daily and president 
of the Louisiana-Mississippi Asso- 
ciated Press Association. 


ALVAH E. REED 


Ridgewood, N. J., July 27.—Alvah 
E. Reed, advertising manager of 
Walden Sons & Mott, publisher, 
New York, died here last week of 
a heart ailment. He was 65. 
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Each issue of ELECTRICAL EQUIPMENT has been a record- 


breaker, exceeding in reader response and advertising volume]the 


issue that went before it. 
new-product publication, stay 


month. From 41 advertisers usin 


totals have mounted steadily to 
April, 1943. 


Advertisers who start in this unique 


in. New ones are added every 
57 units in October, 1941, the 


201 advertisers using 250 units in 


Since its first issue, ELECTRICAL EQUIPMENT has received over 
48,000 inquiries for more information on products advertised and 
described in its pages. That number is merely a count of inquiries 
received by the publisher. This is but part of the total readership 
response, for inquiries sent directly to the advertiser instead of 
the publisher, probably triple the figure given above. 


ELECTRICAL EQUIPMENT’S circulation of 31,038 (C. C. A. 


complete coverage of all the important buyers of electrical prod- 


ucts... 


. of the electrical and electronics manufacturing indus- 


tries, PLUS coverage of such buyers in today's active, essential in- 
dustries, such as metal working, textile, railway, petroleum, mines, 


steel, chemical, shipbuilding, 


aviation, etc. ELECTRICAL 


EQUIPMENT’S readership keeps pace with the development of 
these and other fertile fields where preference ratings are high 


and business is booming. 


The make-up of ELECTRICAL EQUIPMENT provides each 


advertiser with position next to readin 
possible by the factual character of E 


This is made 
s contents—limited to 


matter. 


E. 


up-to-the-minute war-necessary reporting of new and improved 


electrical products. 


EE is the only paper in the electrical field 


devoted exclusively to that vital service. 


For further details, see listing under ‘‘EE*’ in Standard Rate and 


Data Service or write us. 


JSLECTRICAL ‘SQUIPMENT 


- SUTTON PUBLISHING 


Published by 


co. 


60 EAST 42ND STREET, NEW YORK 


Tool Conservation 
Drive of WPB 
Gets Under Way 


9 


Advertising Age, August 2. \949 


cash with order. All 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen 
tatives Available,” 30 cents a line, minimum charge $1. 
other classifications 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


Term 
(single insertio; 


mis 


REPRESENTATIVE WANTED 


HELP WANTED 


Advertising Representative Wanted. 


There is an opening on the staff of a 
well-known business paper for an ac- 
tive, capable advertising solicitor 
making his headquarters in Cleveland. 
There is a lucrative field open to the 
right man willing to travel two-thirds 
of his time selling high class indus- 
trial manufacturers. He must be a 
man of experience, of the highest 
character and a record of proven re- 
sults. Liberal salary and traveling 
expenses. Give references, age and 
experience, stating what previous po- 
sitions have paid. Here is a dignified, 
high-class job awaiting the right 
man, but he must be a worker, 
suredly capable of results. 

Box 4231, ADVERTISING AGE, Chgo. 


as- 


REPRESENTATIVE AVAILABLE _ 
PUBLISHER’S REPRESENTATIVE— 
Successful space salesman, with years 
of experience, interested in represent- 
ing trade or general publication in 
New York metropolitan area, Cen- 
trally located office. Excellent agency 
contacts. Best of references. 

Box 4228, ADVERTISING AGE, N. Y. 


~~ HELP WANTED __ 


PERMANENT ADVERTISING 
STAFF POSITION 

NOW OPEN 
A newspaper of 40,000 circulation in 
the deep south has an opening on its 
staff for man of ability. Market of 
100,000 population that is not a war- 
boom town. Working conditions ex- 
cellent with good remuneration. This 
is not a “duration” job but one with 
an assured future. Write qualifica- 
tion, etc. immediately to 
Box 4224, ADVERTISING AGE, N. Y. 


George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 


WANTED aa 
YOUNG WOMAN AS ASSISTA): 
EDITOR OF NEW EMPLOYE! 
AZINE IN LARGE CHICAG: 
PLANT. NEWSPAPER AN] 
LICITY EXPERIENCE NECE 
—COLLEGE EDUCATION 
FERRED. GOOD SALARY 
PLEASANT SURROU) 
PLEASE ANSWER BY LETT 
Box 4232, ADVERTISING A‘ 


__BUSINESS OPPORTUNIT) 


AVAILABLE — SMASH QUIZ soy 
Novel, inexpensive, interesting ty 4 
Involves well-known expert. 
Advertisers, Agencies, let’s dij 
Box 4227, ADVERTISING AGE 
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Radic 
uss 
N. y 
ss POSITIONS WANTED 
Sales Promotion-Advertising Wer, , 


jobber-retail organization doing 

million annually, who has long sy 
cessful record as daily newspayy: 
business-adv. mer., nine years ow, 


agency, 3 years general manager o, 


of country’s leading radio stationg 
Seeks connection newspaper, rad 
manufacturer or agency. Referenc 


some of America’s leading executives 
Knows wartime merchandising. Exc 
lent copywriter, good contact ma 
and business letter writer. 
Box 4230, ADVERTISING AGE, Chg 
INDUSTRIAL writer. Adv. copy—kdj 
torial. Wide exp. and rare ability ; 
“popularize” eng. material for t} 
non-technical, instruction, publicity 


etc. 

Box 4229, ADVERTISING AGE, Che 
Advertising salesman with prove 
sales record, who is now employed an 
the leading producer in his fiek 
wishes to change positions. Prefs 
trade paper or similar publicatioy 
Publication need not be the leader 
its respective field, but organizat 
should be compact and staffed wit 
hard hitting, aggressive men. Wij 
consider salary cut for good post-wa 
opportunity. 


209 S. State St. Chicago, Til. 


Box 4226, ADVERTISING AGE, Che 


Huge Drive for 
V-Mail Ready for 


Mid-August Start 


Washington, D. C., July 28.—A 
huge campaign to increase the use 
of V-Mail will get under way the 
middle of August under the joint 
sponsorship of the War Department 
and the Office of War Information, 
with all media being utilized to im- 
press the V-Mail message on civil- 
ians and fighting men alike. 

During a period of several weeks 


Washington, D. C., July 29.— 
The long-awaited cutting tool con- 
servation program was this week 
officially under way, with a cam- 
paign book prepared by the War 
Advertising Council and the con- 
servation division of the War Pro- 
duction Board. 

The booklet was printed by Peter 
A. Frasse & Co., whose advertising 
manager, Bernard Dolan, repre- 
sented the National Industrial Ad- 
vertisers Association in clearing 
the campaign. 

The campaign, the objects of 
which were reported in ADVERTIS- 
ING AGE May 31, centers around the 
nine million workers who have no 
previous metal-working experience 
and are now using cutting tools. 
To aid in education, and in the con- 
servation of strategic metals used in 
the cutting tools, the campaign aims 
at selling tool manufacturers, users, 
and employes the idea that “Tools 
are weapons—treat ’em right!” 

Information on the drive is avail- 
able from Malcolm Lund, cam- 
paigns manager, WPB division of 
information, llth and H Sts., NW 
Washington. For advertisers inter- 
ested in getting special guides for 
use in labor-management commit- 
tee programs, material is available 
from Norman Fitts, WPB War Pro- 
duction Drive, New Municipal Cen- 
ter bldg., Washington. The cam- 
paign was conceived with the help 
of the National Industrial Adver- 
tisers Association and the War Ad- 
| vertising Council. For NIAA, 
| Bernard Dolan, Peter A. Frasse & 
Co., Grand St. and 6th Ave., New 
_York, handles information, and the 
| Council representatives are Thomas 
| Young, U. S. Rubber Company, 
1230 Sixth Ave., New York, and 
Douglas Meldrum, 60 E. 42nd St., 
New York. 


| 
| Nute to Hudson Motor 
| Al Nute has been appointed pub- 


|lic relations director of Hudson 
Motor Company, Detroit. He re- 
cently served in a similar capacity 
with Graham-Paige Motors Cor- 
poration, and previous to that was 
Sunday editor of the Times, 
Toledo, O. 


V-Mail will get a high priority on 
iradio allocation rolls, and messages 
lrelated to it are expected to appear 
|several times daily on all radio sta- 
'tions, as well as on 75 leading net- 
work programs. A direct message 
urging the use of V-Mail in place of 
|regular mail to soldiers on overseas 
‘duty will be sent to the families of 
‘every soldier in the Army, and a 
two-reel movie playing up the 
Army postal service, with strong 
emphasis on V-Mail, will be shown 
in 16,000 theaters. 

Display material, including post- 
ers, streamers and counter cards, 
will go to 100,000 retailers, who will 
also receive a broadside giving sug- 
gested setups for windows, count- 
ers, newspaper and radio tie-ins. 

The message of V-Mail will also 
be carried directly to the armed 
forces on the fighting fronts, with 
every effort being made to educate 
the soldiers to the exclusive use of 
this type of mail. The keynote of 
the drive will be “V-Mail .. . to be 
SURE.” 

Merchandising angles of the giant 
drive have been coordinated under 
the OWI in the V-Mail Merchandis- 
ing Committee, 480 Lexington Ave., 
New York. Additional information 
and tie-up material is available 
from that address. 


Extends Advertising 
of Aunt Polly Soup Mix 


Aunt Polly Soup mix, product of 
B. T. Babbitt, Inc., will be given 
heavy promotional support in a 
campaign now getting under way, 
whereby the product will be fea- 
tured on the David Harum show 
on NBC and also on the Lora Law- 
ton show, as well as in newspapers. 

Duane Jones Company handles 
the account. 


Introduces ‘Kam’ 


Canada Packers Ltd., Toronto, has 
| placed a new port product, Kam, on 
| the Canadian market. No consumer 
advertising is planned at present, 
but advertising to the retail trade 
explains that the tinned product is 
a “blood sister of Klik,” marketed 
by the same company. 


Zenith Issues 
Certificates for 
Its Postwar Radios 


Chicago, July 28.—The speci 
supply of Zenith radio premiums | 
exhausted but that didn’t stop th 
manufacturer this week from prom 
ising postwar radios to people wh 
send in questions the Quiz Kid 
answer on the Miles Laboratorie 
radio program. 

During the past three years 
Zenith Radio Corporation has c 
operated with the manufacturer 0 
Alka-Seltzer in furnishing Zenit 
portables as prizes for the half-houw 
Blue Network show broadcast Sun 
day nights. In April, 1942, whe 
civilian radio production ceased 
Zenith provided a year’s supply | 
the portables for the Quiz Kid 
show. 

When that supply was used u 
last month, Zenith agreed to giv 
gold certificates valid for postwé 
Zenith Trans-Ocean Clipper radio 
which the lucky Owners can ex 
change at any time for $50 wa 
bonds. Few have taken advantag 
of this option, however. Zenith 
believed to be the first manufat 
turer to provide a certificate goo 
for his postwar product. 


New ‘Time’ Promotion 

Time recently issued two neW 
promotion pieces in its campaign 
show that leaders in all lines ar 
subscribers to the magazine. Ont 
folder reports that of 846 office! 
and directors of domestic avia 
companies listed in Poor’s Ré 
351 were identified as Tim 
scribers, or 41.5%. The 351 
are listed with their titles 
other folder is a reprint of a s 
by Edward L. Bernays in wh 
listed what he considered t 
most influential leaders in the 
try. Time carries their pictur 
around the margin of an exp n 
page of the folder, and note 
all but three are Time subsc 


Copy Promotes Milk 


Newspaper copy promoting ” 
jas an excellent food extender 
ing days of rationing and 
|shortages has been release 
|Bunker and Downing, Inc., C 
|nati agency, on behalf of F: 
Bauer, Inc. Nutritional valu 
'the product are emphasized. 


A DIRECT MAIL 
ADVERTISING SERVIC" 


John a McElwain & (0 


Phones Webster 2336-7 
607 S. DEARBORN ST. 
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Record Outdoor 
list Gets Wrigley 
‘Service’ Campaign 


1943 


— 
(Continued from Page 1) 

~~ Bog 15,361 cities, the largest number 
7 it has ever scheduled. , 

‘Wawa Besides this special service adver- 
PUbMtising, the gum manufacturer has 
SAR) just launched a separate campaign 
ANiggin magazines and newspapers, in 
iNGsMMpehali of Wrigley’s spearmint gum, 


featuring the wartime uses to which 
it is put and suggesting that readers 
check what uses they make of it. 
While Wrigley has used women’s 
magazines recently, the new pub- 
lication schedule includes general 
magazines for the first time in many 
vears. Although a large user of 
newspapers in the past, the com- 
any has not used this medium ex- 
ensively in recent years, with the 
xception of a campaign of full 
mages a couple of years ago with 
opy listing its dealers. 


Quality Is Maintained 


Wrigley and other major gum 
nakers have been maintaining the 
nuality of their product although 
hortages of gum bases and sugar 
ave forced them to change their 
ormulas slightly. They see no 
hreat to the industry in Mexican 
rum which has invaded the United 
tates because of the supply situa- 
ion, nor in any of the so-called “off 
rands” which have sprung up and 
yon temporary acceptance on retail- 
rs’ counters. 

The industry leaders take a long- 
ange view of these wartime prod- 
cts, feeling that it is better to have 
he customer chew something, even 
f it isn’t his favorite brand, than 
ohave him stop chewing altogether. 
While supplies of gum bases from 
he Far East have been cut off en- 
rely, there is a plentiful supply of 
hicle in Central America, includ- 
ng Mexico, Guatemala and British 
jonduras, and other gum _ bases 
re being obtained in South 
merica. Transportation § difficul- 
es of the early months of the war 
ave been eased. Since chicle is 
eadily available, small companies 
have come into the field, as well as 
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Using magazines and newspapers, Wm. 

Wrigley Jr. Co. tells why one group of 

people chews gum—and asks the reader 
why he does. 


company messages subordinated to 
war themes. The company intends, 
however, to keep people familiar- 
ized with its name and product and 
to retain their good will as well as 
that of the trade. 

Wrigley’s first major attempt to 
aid the war effort was launched 
Jan. 1, 1942, with the half-hour 
show broadcast Thursdays over the 
ful CBS network, “The First Line,” 
devoted to the Navy—its traditions, 
its service to the nation, etc. The 
show “sold” the Navy to the coun- 
try after it had temporarily lost 
prestige at Pearl Harbor, and has 
continued to promote its welfare. 


Brief, dignified commercials for 
Wrigley’s spearmint describe its 
usefulness. Arthur Meyerhoff & 


Co. directs this account. 

To sell the army air forces, pro- 
mote enlistments, etc., Wrigley con- 
verted its half-hour CBS Sunday 
night ‘“‘Melody Ranch” program star- 
ring Gene Autry to “Sergeant Gene 
Autry” when he joined the air 
forces. Autry is going abroad and 
the show will be changed again, al- 
though plans are incomplete. Wrig- 
ley’s Doublemint sponsors this pro- 
gram, with J. Walter Thompson 
Company the agency. 


Features War Workers 


Realizing the importance of the 
war worker on the home front, the 
company added a “Music for War 


ratori@™ome candy manufacturers whose | Workers” program featuring Ben 
llotments of sugar stretch farther | Bernie a year ago last June. Wrig- 
) yeathen made into gum instead of|!ey, worked closely with the OWI 
has coffandy bars. and War Manpower Commission in 
‘turer 0 ; : ps a solving employe shortages, both na- 
Zenit Don’t Fear “Off Brands tional and local (the latter by means 
alf-houfl The small manufacturer in nor-|0f cut-in announcements over indi- 
ast Sunfhal times finds the competitive|Vidual stations, handled through 
2, whef@oing tough against the larger com-| local offices of the United States 
cease@Manies which thoroughly advertise | Employment Service). When Bernie 
upply ind merchandise their wares. These | W@S taken ill, the show was changed 
liz Kid brands,” however, have a/|to “Keep the Home Fires Burning.” 
iden opportunity now, with both|From this program will emerge 
used WMMealers and public eager to buy, “American Women,” a new five- 
to giVMittle sales expense involved and|times-a-week CBS series, which 
postwaittle advertising needed. With mar-| Will make its bow next Monday. 
r radiofMets back to normal after the war,| The 15-minute program, originating 
can ex major companies expect the|im Chicago, will seek to get more 
$50 wamaller concerns to lose ground in| Women to work in both war and 
dvantagi™me face of real competition. Import essential civilian occupations, with 
Zenith @uties likewise will work against |Special emphasis on the latter. The 
nanufa™jum brought in from Mexico. series of dramatizations is intended 
ate go Although the armed forces come | ‘© clear up the mysteries about war- 
t and get all the gum they want,| time jobs for women, explain away 
major portion of Wrigley’s output objections, and present their attrac- 
yn going to regular outlets and the| tiveness. Wrigley’s spearmint gum 
wo new@p™pany is doing everything pos- will sponsor the show, with Meyer- 
apaign ble to see that the supply is equi- hoff handling the account. : 
i “aly distributed. Wrigley, inci-| Another phase of the company’s 
int Onaentally, believes that it has a|Cooperation with government offi- 
ne. eater distributive setup, with|Cials has been the voluntary use of 
} officMMore outlets, than that for any|its list of jobbers and retailers— 
= mr Amnesia product. And it close to 900,000 names—to spread 
me supe believes that it might sell four|W@rtime appeals of the War De- 
me mes as much as it is now duc-|Partment, Treasury, OPA, and the 
1 nam Rodoe Wketing| OWL. This serves a doubl 
Tie “With the demand skyrocketing me aS SCrves a Couble purpose, 
- * i scarcity creating new desire. |8etting out information, posters, 
- ee Vith nothing at all to “sell” in| ¢t¢., in a hurry and helping the com- 
4 ; e 2 normal way, Wrigley months | Pany keep its list up-to-date for the 
the coum ., cided to convert its major | Competitive peacetime years ahead. 
‘tyra cOandising efforts into govern- 
a nd ent channels, to help _ Officials Has Management Story 
‘ote. tha ‘he public on war aims and| As part of its advertising to in- 
bsc: berm... Needs just as successfully as/|dustries, Wrigley has been employ- 
““arseted a more familiar product.| ing industrial publications to tell 
c motives were mixed—both pa-| management why workers use gum, 
‘Mc and selfish. It reasoned that|its importance in helping relieve 
ting ™."— could help end the war quicker,|/nervous tension, eliminating 
ide! Bie y would benefit, too, and that} “sip trips” to the water foun- 
and {00g ney well spent promoting the war/tain, etc. This wartime theme 
ase ~*t would come back some day,|also figures in the campaign just 
Ps “a jo terest. now getting under way in 
magazines and newspapers. The 
valu Uses Quality Appeal company has scheduled a series of 
d. Cur nt advertising is aimed at| quarter-page ads in The American 
—— *rchindising the utility value of| Weekly, Collier’s, Life and The 
“Wing gum during war times and | Saturday Evening Post, with simi- 
ids appeals to buy, with brief|lar copy to appear in rotogravure 
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sections of the Metropolitan Group. 
Ruthrauff & Ryan handles this part 
of the Wrigley account. 

Opening advertisement in this 
series cites a number of benefits of 
chewing gum while working, pre- 
sents the opinions, by percentages, 
of “one large group of people” and 
asks the reader, “where would you 
put your check mark?” The biggest 
group, 32%, chew to help relieve 
nervous tension, copy says, with 
134%% “to help keep alert, awake 
on the job” and 13%, “to relieve 
discomfort of dry mouth and 
throat.” 

An exponent of intensive, year- 
around use of car cards, Wrigley is 
using this medium now to salute the 
American farmer and satisfy the 
city consumer’s interest in food sup- 
plies which have suddenly become 


scarce. Several agencies handle 
the car card advertising. 
National farm papers including 


Capper’s Farmer, Country Gentle- 
man, Farm Journal and Farmer’s 
Wife and Successful Farming, as 
well as Holland’s Magazine and 
“4H Club News,” are carrying the 
Wrigley tribute to farm women, 
which is to be expanded next month 
to the record number of outdoor 
boards. To insure the right post- 
ings, Department of Agriculture offi- 
cials helped Wrigley decide on the 
right cities, and the list grew to 
more than 15,000. A dozen larger 
communities also will view the 
posters. As usual, product promo- 
tion will take a back seat to the 


timely public service theme. Frances | 
Hooper Advertising Agency is han- 
dling the farm publication cam- 
paign, and Charles Wrigley Com- 
pany the poster drive. 

Frank H. Fleer Corporation, 
Philadelphia, had its Dubble Bub- 
ble gum, a penny variety for chil- 
dren, knocked out completely by 
the war because it was unable to 
get sufficient supplies. Now it is 
using national magazines in a cam- 
paign promoting two new five-cent 
varieties, Fleers candy-coated pep- 
permint gum and Fleermint. A re- 
cent color advertisement in Puck— 
the Comic Weekly, calling these 
products “fine new gum by a fine 
old firm,” had this to say about 
Dubble Bubble gum: “We know 
you fellas and girls miss your fa- 
vorite Dubble Bubble gum. But we 
promised not to make any old sub- 
stitute. We’ll make Dubble Bubble 
the minute we can get the fine 


‘bubble’ ingredients again... 
Meanwhile, try these new Fleer 
gums. They don’t bubble, but 


they’re awfully good!” 

J. D. Tarcher & Co., New York, 
handles the Fleer account. 

Curtiss Candy Company, Chicago, 
which gave Baby Ruth gum a fling 
back in 1928, has quietly entered a 
number of markets with its Curtiss 
peppermint and spearmint gum in 
the regulation five-cent packages. 

The new products were intro- 
duced before the supply situation 
tightened up, and Curtiss intends 


to continue providing a limited sup- 


53 


ply of the two varieties, which are 
distributed through its national 
sales force. Although it is supply- 
ing only a few territories now, it 
will be in a position to expand this 
activity when chicle and sugar be- 
come more available. Promotion 
has been limited to point of sale 
material, including decals and win- 
dow strips. No advertising is con- 
templated now. 


‘Binghamton Press’ to 


Bar Liquor Advertising 


The July 15 issue of the Press, 
Binghamton, N. Y., carried the an- 
nouncement that after April 4, 1944, 
the paper will publish no liquor or 
beer advertising in its columns. 

Recently acquired by Gannett 
Newspapers (AA, July 12), the 
Press, 21st member of the Gannett 
group, will adopt the existing pol- 
icy against acceptance of such ad- 
vertising. Contracts and schedules 
already on the books will be ful- 
filled by the paper. The last of 
these will expire next April. In 
the meantime no new contracts for 
beer or liquor advertising will be 
accepted. 


Agency Adds Stevenson 


James R. Lunke & Associates, ad- 
vertising and _ sales counsellor, 
Seattle, has appointed Arthur L. 
Stevenson production manager and 
marketing research assistant. 


A 


16 «8 
© LIKES 


It's twice as hard to turn away business as it is to solicit it! 


MADEMOISELLE is finding that out—the hard way. For several 


months our limited paper allotment has forced us to turn away 


many, many advertisers. Some of them, in all good faith, had 


already made commitments on the strength of their advertising 


plans. The resulting chain of disappointments involves the man- 


ufacturer, the retailer and the customer. We are deeply regret- 


ful—but paper just won't stretch! 


It is disturbing—buat, when viewed in the perspective of a war to 


be won, the situation assumes its proper proportions—a disap- 


pointment, not a tragedy. Here's hoping we shall all be able to 


smile about it when that vital day of victory dawns. 


MADEMOISELLE 


THE 


MAGAZINE FOR SMART YOUNG WOMEN 


P.S. One way to avoid disappoint- 


ments is to plan your future 


space requirements now. 
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and there’s no slack season in 


the Love and Marriage game!” 


| NCLE DUDLEY, signer of Globe editorials since ( 
1891, has become synonymous with The Bos- 
9 ton Globe. For over fifty years Uncle Dudley’s clear, 


common-sense editorials have not only expressed the 
policies and reflected the character of this newspaper 


Writes nationally-famous Niece DOROTHY 


A darling little debutante, going on her first 
date, asked me what she should say to a boy in 
order to start a conversation with him. “Ask 
him a question,” I replied. “And when he 
answers that, what should I say then?” she 
inquired. “Ask him another question,” I re- 
turned, “And when he answers that, what 
should I do next?” “Ask him another question,” 
a I said. “And when he answers that what should 

( Ido?” “Well,” I said, “if in three attempts you 
“4 can’t get him to talking about himself, shift 

your line of attack and begin telling him about 
yourself.” 


Of course, how this particular conversation tip worked 
out, I do not know, but at any rate it was good long rang: 
advice. For the one topic that is of supreme and never 
dying interest to every human being is himself, and when 
we take that for our theme-song we are dead sure to mak« 
a hit with our audience. The average individual is only 
interested in the things that pertain to himself and his own 
range of experiences, and though one came back from the 
dead and started to describe the glories of Heaven itself, 
he would be interrupted by those who wanted to tell about 
the lighting of Radio City, and what a good time they had 
on their last week-end. 


Such being the case, and all of us being bottled up with 
perfectly fascinating things that we would like to spill on 
the general public, it would seem that were would be no 
dearth of talk, but, strangely enough, it does not happen 
that way. Nothing is harder to keep going than a general 
conversation. There are plenty of people who are stricken 
dumb in the presence of strangers, and others, equally 
unfortunate, who never open their mouth without putting 
their foot in it. 


tbove are excerpts from one of a series of articles by Dorothy Dix, appearing 


YOUR 


- specialist in human problems . . . 


These men and women, for, believe it or 
not, there are even women who become 
tongue-tied in public, always complain that 
they don’t know what to say, nor how to 
say it, yet the whole art of becoming a spell- 
binder is comprised of two simple kinder- 
garten rules that even a baby could learn. 


For contradictory as it seems, the first 
requisite to being renowned as a brilliant 
conversationalist and having your society 
eagerly sought by all and sundry, is not to 
be a talker, but a listener. Lend people your 
ears instead of hurling your vocal apparatus at them. Turn 
on the tap of the monologist and get his stream of words 
flowing freely and he will go about celebrating you in the 
market place as the most interesting and intelligent man he 
ever met, though you may have been as silent as a clam on ice. 


Nobody is interested in our opinions, or thoughts, or 
prejudices. Nobody wants to hear about our aches and 
pains. Nobody cares whether our baby has cut his first 
tooth, or has acquired a full set of dentures from a mail 
order house. But we all have the time of our lives when 
we get a chance to lay down the law how the country should 
be rur, and tell our own symptoms and what the doctor 
said and we said to the doctor, and how we hit the stock 
market in °35. It takes great courage and self-abnegation 
to be on the receiving end of a conversation instead of the 
sending, but great are the rewards for those who do it. They 
are universally popular. 


Inasmuch as we spend a large part of our lives talking, 
it is a pity we do not give more thought to what we say 
and how we say it, for our words often linger long after we 
are dead, to heal or hurt. 


in The Boston Globe. 


exclusively in Boston 


The Boston Globe 


Morning - Evening + Sunday 


ADVERTISING Wil 


BE BETTER READ I N 


but have expressed the thoughts of the majority of 
his readers as well. Writing of Boston tradition, the 
New York Herald-Tribune once said: 


“There's the balloon and pinwheel man who 

has memorably vended his wares from the 
corner of Webster's fence in Commonwealth 

Ave. There are the swan boats in the Public 
Gardens — the celebrated silver free lunch 
dishes in Locke-Ober’s Winter Place restau- 

rant, and there are the Uncle Dudley editorials 

in ‘The Globe’.” 


Through seven decades Uncle Dudley's family of | 


nieces and nephews has grown steadily until now 
they number hundreds scattered all over the world. 
They bring Globe readers exclusive, up-to-the-minute 
news and comments. Here are just a few members of 
Uncle Dudley's family, today: 


Dorotuy THompson ¢ Ernest LinpLey ¢ Heven Lom- 


Barp ¢ Ernie Pyce ¢ Wacrer Lippmann ¢ WituiaM H. 
STONEMAN © JoHN STEINBECK @ Jay FRANKLIN ¢ JOHN 
Barry ¢ Potty Wesster ¢ Dornorny Hittyer ¢ Henry 
Harris ¢ Harotp Purnam ¢ Satiy Stuart ¢ GEORGE 
AnTHEIL ¢ ANN Dean @ Orro ZAUSMER @ JOHN KIERAN ¢ 
Samuet Grarron ¢ Epcar ANset Mowrer ¢ GEORGE 
Wetter « Newt Gues ¢ Rosert J. Casey ¢ JERRY 
Nason ¢ Paut Guaut ¢ Henry McLemore ¢ HeLen 
Kirkpatrick ¢ Ricuarp Mowrer « A. T. Steece ¢ LELAND 
Stowe « AtteN Haypen ¢ Waverty Roor ¢ CARLYLE 
Hott ¢ Josepn F. DinneeN ¢ Emuty Post ¢ Nat A. 
Barrows ¢ Lours M. Lyons ¢ James Morcan ¢ CHARLES 
Merritt ¢ James Powers ¢ Eart Banner ¢ Ext Cur- 
BERTSON ¢ GRANTLAND Rice ¢ Haroip Kagse ¢ FLETCHER 
Pratr ¢ Joun LARDNER 


Supplementing these writers are the world’s best 
news and picture services: 


Chicago Daily News Foreign Service* 
Overseas News Agency* 
Associated Press 
Vew York Herald-Tribune News Service* 
Chicago Sun Foreign Service* 
Toronto Star News Service* 

A.P. Wirephoto 
Acme Photo Service* 

United Press 


*Exclusively, in Boston, in Tue Boston GLOBE 
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~ ae *@ *'on “is diferent from all other leading dentifrices.’ 


Advertising Age, August 2, 1943 


\| PHOTOGRAPHIC REVEW 


OF THE WEEK 


8TH AVE. VICTORY GARDEN 


TASTES sunt Geet 
«7S mellow Wow 


This painted bulletin for Ruppert beer is a giant cartoon adapted from the 

series of humorous drawings currently appearing in Ruppert magazine and news- 

paper advertisements. The victory garden scene is posted at 8th Ave. and 
42nd St., New York. 


REACHING FOR THE SPARS 


This new Spar recruiting poster was designed by the U. S. Coast Guard graphic 
arts division in White Plains, N. Y., and is being reproduced for the Coast Guard 


by Morgan Lithograph Corp., Cleveland. Plans are being made for showings 
throughout the country. with advertisers being asked to sponsor the patriotic 
wartime appeal. 


MUCH MILDER CLAIMS FOR TEEL 


FOR BEAUTY'S SAKE_SPEND 
(NE EXTRA MINUTE A WEEK 


PROTECTING YOUR TEETH WITH TEEL—THE ONLY LEADING DENTIFRICE THAT AVOIDS THESE CAVITIES 


YOU CAN EVEN FEEL. 
AND TASTE THE DIFFERENCE! 


At lest science knows how you can 
prevent this damage 


Bur 


TEETH CLEANED WITH TEES ABt PROTECTED FROM SUCH 


Cavrres 


PEC AUM TEL CONTAINS NO SC OGIO 


AseAeES. MORTO VER Th 1 ee OMY AOS 


THAT GivED TOW Tug PROTECTION. 


Qererin meet 


HERE'S ALL YOU DO 

Bove pene teeme . A ech tet with phen 
Rocmegy <a MM A tee doe O09 woke a2 tense ae eeued ob 
aos “s* 


Ted CLEANS  BEPGHTTENS Verte 


scale ar Zeuitly/ 


‘The 


Teel 


VI OFeTIFRrCE 


T 
h 


s the first toning down of copy by Procter & Gamble in its Teel advertis- 
ince the company was cited by the FTC (AA, April 12) for misleading 
ens, and caused other dentifrice makers to grit their teeth when Teel told 
feecers to beware “brushing cavities into the teeth by using other popular 
frices." The highly competitive Teel copy, slightly modified some time ago 
it changed acencies, has undergone another refinement. It now talks about 
se scoured-in cavities’ and says Teel protects teeth because its cleaning 
The Biow Company, New 


no 


York, handles the account. 


NO PLACE LIKE HOME 


THE DAYTON POWER AND LIGHT COMPANY 


SAAR eS 


The blessings of freedom and a home, 
“be it ever so humble.” as exemplified 
by a family of birds housed in a gate- 
post lamp, inspired this institutional copy 
of the Dayton Power & Light Company, 
which appeared recently in Dayton news- 
papers. The photograph was made by 
Herbert H. Webb, assistant to the gen- 
eral manager. The copy was prepared 
by Hugo Wagenseil & Associates, Day- 
ton agency. 


‘HEALTHY SKEPTICISM’ 


“Obviously, plastics are not going to 
put metals out of business,” says this 
Monsanto Chemical Co. copy, which re- 
produces an advertisement of Aluminum 
Co. of America, and uses the remainder 
of the page to present its own side of 
the story under the heading, ". .. . and 
we have this to say about metals." This 
friendly statement of competitors’ points 
of view appeared in July issues of Busi- 
ness Week, Newsweek, Time and United 
States News and the Aug. 7 Saturday 
Evening Post. 


IT'S A FACTAG 


sounp: Ghe good old days” 


Na, happiness hasnt gone from the world. ft's bere... still... in the half. 

forgotton simple pheneures There's happiness ina chee at-home parnsc, 
Can you smell the weet chower aud the spicy, vizaing “frawks” ’ Can you 

bear the liquid trill of « bird, the low ham of honey bees at work? 
Gathered around you ave the Lied faves of friends. You re contented. You 


> They're grodtocking American cottons end ravens, and if some of your 
fan gets cate your clother~ wher matter’ They ll wash beantitally. fur you 
will have the Paciie Factag to guide vou. 

This betptel informative label comes an garments of Paci cotton and 
Pacitic rayon. ft gives yon all the facts you must know to buy wisely in these 
war-titnes, and to care for and conserve your clothing. Look for it when you 
shop. For free booklet, actress Pacific Mills, Cottun and Kayun Division, 


cam be yourself. Even your clothes are friewdly ... your dresees, your shiet. 214 Church Street, New York. 
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0% YOR THIS TAG.a@ Manse dovsaes ~ Street dedanen - Roun vate eee ge tp Rite. Sen Gos Ge WG Map/ 
Hencsesentin ~ Seats» War chuthoes + Play cuits « Sam suits - Nightgown « Neligees «Mie + Children’s wear + Men's shirts, showrts. porns; \ MP 
“parte ehutrts, ebecks, camenitihes — Fhe wh Wi pots heed ag Wl cv ot heme Yoel Cac od ts et hk GA Pemes ant Pee ~~ 


Pictured above is the latest Helck-illustrated insertion in a series of Pacific Mills 

consumer advertisements developed to demonstrate to the average American 

family the fundamental usefulness of the Pacific Factag and the wide range of 

fabrics manufactured by the company. Copy is currently appearing in a long 

list of national magazines. Williams & Saylor, New York agency, handles the 
Pacific Mills account. 


MODELS SHOW HOW IT'S DONE 


_Marsha 


/ 
Tey 
Leg Make-Up 
ey aeie 


Mexitan leg makeup, made by Bonne Bell, Cleveland, was featured recently by 


Marshall Drug Co. of that city, in one of its Euclid Ave. windows. Seven models 

worked in shifts of from 10 to 20 minutes, one of them demonstrating the appli- 

cation of the product, and the others displaying the finished art. The salesgirl 

at the Mexitan counter inside the store was dressed in colorful Mexican costume, 

and novelties from south of the border were displayed along with the makeup 
packages. 


NO DUBBLE BUBBLE GUM—BUT NEW FIVE-CENT VARIETIES 


intial ila Bale 


4 OG * bask i 
clita TA ip. sgl nares A, 


Frank H. Fleer Corp., Philadelphia, unable to make any penny Dubble Bubble gum for the youngsters because of short sup- 
plies, has invaded the five-cent field with two new varieties depicted in this color advertisement in Puck—the Comic Weekly 


J. D. Tarcher & Co., New York, is the agency. 


(Story on Page 53.) 
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“The FULL development 
of Individual Personality” 


...@ 6 point post-wer program by Tue Ancneisnor oF CanTeRsURY 


What beml of a world are we hghing reste’ 
Fan dmernan has presesind answers to this 
qarsvon by Amerwa's great philosapher, Dv 
John Dewey. aml ty De He Shih, recently 
Chemo Amtcsmaden to ihe | mtd States 
Herewnth we present @ statement wrotten for 


ap 


haan thee veh haem 
Tham on thee oman farted gent see prestharedd => 
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Of conrse, you are belping wou! Biyimg War Bonds. working for the Red Crow, greg ime w 
Civilian Defoe Bat there are ther ways you van belp—rrght im your daily homemaking rontine 


Below, your Gos Compuiny sgcets three that are vitally omportant 


SAVE FOOD 4: os umpertent os sullen SAVE GAS. a's needed te make tenks 
Pm saws gordon sad paere ie end guns 
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SAVE VITAMINS . you need om te be wrong. ASE YOUR Gad COMPARE bo pei HormenOn Om bom Fm 
Come sepmabinn do omnes 


one fonal bot warveme meals 
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PREPARED BY McCANN-ERICKSON, INC. 
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snything cae made of metal Gewe your tooth — pow We take over many of (he duties now cevtermed tor American fighting forces to out My. cut shat 


LS TT pub wana ae 
THIS ANSWERS YOUR QUESTION— — yer arnin ~ 
Bey bonds end wempe of tents poe ens ow 


Sabet se Wy mt ofr pene wr wenn tay? ERLIST Om THE HaTIONAL 
Pa mtwmerer + apenas to the Oud Crum WUTRITION PROGRAM 


“WHAT CAN 1 00 
TO HELP FIGHT THE WAR?” 


Seeley ees ie eer oe company Neve asked people 
osteade nave inured Wher can | do 10 help Amerme 


WERE ARE OTHER wars 
+ YOU CAM AND etueiree shone, 1.708.000 man days of work were 
« oe beceuee of limem Thee later couht ewe alt 
to | heery rears 648 meter Berbers © | 108 
Gnd Cats tn many serstnien tenet day mares gs toch 
fe the chides of detenee warkorn, and athe 


We must share the meat with 


Om thes page @ part of the anewer Reed a carefully There 
se ued to be dome and mun (har row must dot help 
wermg Victory 
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The Bes Come tatteng 6 cee emer ee of emt 


new Mads, new cuts and new recipes rn 2 ete aarmenws meets & Ome 
7 Follow the smggrsiions om this page rod Rech one of we must reniior that might now the United , onegrmen 
— end see bow easy it really ts - 3 Stave tweowsn vows 
a — a j- LOCAL RED CROSS 
: hohe armen one and ter ee tatewae There 
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WESTINGHOUSE ELECTRIC & MANUFACTURING COMPANY, PITTSBURGH, PA 
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— COVLAM DEFENSE VOLUMTETE OFMCE be . “ 
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PLANTS IN 25 CITIES OFFICES EVERYWHERE 


The U.S. A. needs more ad 


at ~~ DECEMBER 7, 1941, there have been a great opinion we believe counts most. Thompson, New York, for Pan American Airways: 
ag P y wre P cartic > . .c ; ag. . = a T . >Me ‘. ad y ; . y V, mer- 
a ) many war advertisements published in our mag We went to the Office of War Information, the War No 2 by McCann. E <a New York, for the A . 
. azines and newspapers. Production Board, the Office of Civilian Defense... 18" Gas Association; No. 3 by Leo Burnett, Chics 20, 


for the American Meat Institute; and No. 4 by cur 


oe Some have unquestionably been good—helpful to to the Department of Agriculture, Commerce, and + oe : ; factur- 
the people, to the government, and to the firms that _ the Treasury .. . to the Red Cross . . . and to the Ad- selves for the Westinghouse Electric & Manufaciut 
" ran them. Some have been just as unquestionably bad. __ vertising Council. ing we 7 LE 
On this page we are showing four of the good ones. The advertisements selected were voted to be effec- * ra ena wage — ady fore can " A _ ., 
We shall continue to show more oftheminthe months tive war advertisements by the groups concerned. job during the war. And ve are publishing thes¢ “1 
to come. Each advertisement made a contribution to the war. amples of helpful war ads in the hope that they w! 


stimulate the preparation and publication of many 


It did a job the government wanted done and fol- . 
: J more advertisements that are equally helpful. 


Now, when it comes to picking a good war adver- ; J valine 
lowed out government policy, not private policy, in 


tisement from a bad one, personal opinion enters in. iit 2 sisal cath uted tu tal i _— 
In order not to have these pages reflect only what we : ao a ty eo on ee “ Young & Ru bicam, Inc. ADVERTISING 
at Young & Rubicam think are good war advertise- “"° T@@™- New York + Chicago + Detroit + San Francis¢° 
ments, we asked for the judgment of people whose Advertisement No. 1 was prepared by J. Walter Hollywood + Montreal + Toronto 
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